+. ee SS 


eA 
— 


ISSS88Q0O057/ 


ly 
es 
88 











PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 








Vor. LX VI. 


NEW YORK, Marcu 3, 1909. No. 9. 











IT IS A GREAT 
NEWSPAPER 


The people of Topeka and of Kansas 
have been good to the Daily Capital. 

It is just a few weeks more than 30 
years since | made my advent in the 
newspaper field—a small. country lad 
engaged as devil in a country print shop. 

I lost my job the first day because I 
pied a form and got it back the next 
day because the boss couldn’t find an- 
other boy. 

In the thirty years that have slipped 
away since that day I have gotten an 
immense amount of satisfaction from 
newspaper work, but in all that time I 
have never felt so good as I did last 
Sunday morning when I received from 
the press the first complete copy of the 
“Housewarming Edition” of the Topeka 
Daily Capital. 

I had promised the people of Kansas 
a great newspaper, and I felt that the 
boys had made good. 

136 pages—and not a dull line in it. 

A complete survey of Topeka, its 
industries and institutions, its history 
and its people. 

More than 10,000 inches of advertis- 
ing and rot an advertiser in it save 
men who believe in the Capital and its 
pulling power. 

It was a great newspaper. 

To the general advertiser it is a token 
that Topeka is a good town, Kansas a 
great state and the Capital a good paper. 

The people of Topeka and of Kansas 
have been good to the Capital. It is 


their generous patronage and loyal sup- 
port that has made possible the new 
Capital building and equipment—a news- 
paper plant which, I am told, is not 
surpassed in architectural beauty, 
mechanical equipment and other ap- 
purtenances by that of any leading news- 
paper at home or abroad, 


The people of Topeka and Kansas 
have given the Capital a larger circula- 
tion in Topeka than that of any other 
Topeka newspaper and a larger circula- 
tion in Kansas than that of any other 
Kansas newspaper. 


Their loyalty was evidenced last year 
by the fact that the Capital carried a 
total of 279,525 inches of paid adver- 
tising—77,249 inches more than that car- 
ried by any other Topeka daily. 


Topeka people and Kansas people are 
good to the Capital. E 


And likewise good to Kansas adver- 
tisers. 


Come on out to Kansas, through the 
Capital’s columns, and let them be good 


A rihu~ Oopprr 


P. S.—As long as they last I’ll be 
glad to send any live advertiser a copy 
of our ‘Housewarming Edition.” It’s 
a great newspaper, from a great town, 
in a great state. 
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What’s the Answer? 


—when an advertiser uses “keyed” copy exclusively—depends entirely 
on direct dollars and cents returns—and places renewal with a pub- 
lication after a sufficient time has elapsed to check results from the 
prior insertions of his advertising copy. 

Below is shown a list of forty representative mail-order advertisers, 
giving the amount of space that they used during two different periods—. 
between January 1st and June 15th, 1908—and between September Ist, 
1908, and January 15th, 1909. This table shows also the number of 
insertions that their various orders covered during both periods. Testi- 
monial letters from these advertisers are not necessary—renewal orders 
represent money and are more substantial. 





an. 1 to Sept. 1, ’08 to Advertiser Lines Ins. Lines Ins, 
une 15, ’08 Jan. 15, ’09 R. E. Chamlers & 

(5% Months) (4% Months) Co. 246 12 8 
L. C. McLain Ortho- 

Advertiser Lines Ins. Lines Ins. pedic Sanatarium 400 4 

F. K. Babson 2,989 6 6,794 11 | Thatcher Magnetic 

Am. Separator Co. 617 16 117. 3 Shield Co. 

Larkin Co. 424 923 Dr. E. R. Moras 

1900 Washer Co. 374 634 Magic Foot Draft 

Currier Pub. Co. 1,638 7,184 
Vick Pub. Co. 538 114 


Co. J 
Wilson Ear Drum 


Allen Mfg. Co. 1,232 1 552 Stolz Electrophone 
McCreery Tite. Co. 600 200 ‘o. 434 
Marmola Co. 467 1 732 H. T. Schlegel 320 
Mrs. Harriet M. C. E. Brooks 679 
Richards 1,260 1,620 Mrs. Cora B. Miller 1,423 
Dorothy de La- Dr. sramapen 957 
Revere 319 190 To-Kalon Mfg. Co. 1,340 655 
Dr. Lynott 1,125 605 Japanese Impt. Co. 283 2% 277 
Luxor Co. 358 31 Dr. Van Vleck 659 523 
No. Amer. Eye and F. J. Kellogg 1,468 2 1,384 
Ear Specialists 1,039 Dr. Haux Spectacle 
Mrs. M. Anderson 396 . 
Dr. G. C. Young 494 
Kuhn Remedy Co. 2,100 
Mrs. M. Summers 760 
Dr. G. C. Powell 650 
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484 
1,186 Co. 642 651 

290 Golden Specific Co. 791 519 
J. F. Stokes 400 90 
The Home Friend 

Pub. Co. 1,806 1,803 15 
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—Please don’t overlook that these two periods cover entirely different 
advertising seasons—it appears to be that fact alone that regulates the 
amount of copy given THE WOMAN’S NATIONAL DAILY. 

—Do you think for a minute that these experienced advertisers would 
come back with new orders and renew time and time again if the 
dollars and cents returns from THE WOMAN’S NATIONAL 
DAILY were not satisfactory and profitable? The list we have shown 
covers a selection of only forty names, but is sufficient to make the 
point plain that 


The Woman’s National Daily Pays Advertisers 


—Do you want any further evidence that THE WOMAN’S 
NATIONAL DAILY is a profitable medium and should be included 
on your regular list this season? 

—If you can plan nothing more, don’t fail to give this publication 
a trial keyed advertisement. That’s all we ask. The results will make 
you a regular customer—the same as they invariably have done in other 


cases. 
For Further Particulars, Rates, Sample Copy, etc., Address 


THE WOMAN’S NATIONAL DAILY 
Cal. J. McCarthy, Adv. Manager University City, St. Louis, Mo. 


Cuicaco OFFice: New York Orrice: 
1700 First National Bank Building. 415 Flat Iron Building. 
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CANADA—OUR NEIGHBOR’S 
BIG ADVERTISING FIELD. 


THE NATURAL AND LEAST DIFFICULT 
PLACE TO EXPAND MARKETS—IN- 
CREASING SIMILARITY BETWEEN 
CANADA AND THE UNITED STATES 
—ENORMOUS RESOURCES OF THE 
DOMINION, i 


That supposed line, running 
across the country from the At- 
lantic to the Pacific, stops many 
an advertiser’s market unneces- 
sarily. In the typical American 
way many advertisers have for 
years been gluing their eyes on the 
United States market and taking 
for granted that the region north 
of the Great Lakes and the St. 
Lawrence was as dark and dreary 
a prospect for business as the Fiji 
Islands. 

Now, as a matter of plain fact, 
there are surprisingly few differ- 
ences between Canadians and 
Americans of the representative 
type. That the Canadians are un- 
like the people of their mother 
country is a fact which has sadly 
grieved John Bull for years, and 
every now and then is the cause 
of a British scare, lest Canada 
might become altogether too much 
like America, and attempt to re- 
peat a certain humiliating bit of 
American history. 

If the Canadians are unlike the 
Britishers, who would they be the 
more likely to resemble than the 
people of this country? 

The real truth is that Canada is 
physically greatly like the United 
States, with the same difficulties to 
meet, the same resources to de- 
velop, almost the same climatic 
conditions to cope with. For 
many years Canada, like some of 
her sister colonies and her mother 
country, has ambled along in leis- 
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urely fashion, somewhat indiffer- 
ent to the truly inspiring resources 
whech lay at her feet. Then, 
being Americans, and catching the 
spark of American energy from 
the aggressive people across her 
border, she awakened to the con- 
sciousness of her future oppor- 
tunities, threw off indifference and 
set to work. 

At the present time projects are 
going on in Canada which the 
United States might be very proud 
of, indeed. The building of nine 
thousand trans-continental miles 
of railway through a seemingly 
hopeless wilderness, exploding 
tons of powder at a time to move 
great mountains, and laying out 
four or five hundred new towns 
within a few years, and actually 
succeeding in populating them— 
all this is possible only for Amer- 
icans—either Canadians or citi- 
zens of the United States. They 
show that Canada has been fired 
with the same fire and enthusiasm 
of progress which seems native to 
American atmosphere, and in the 
course of the next few years all 
Canada, it is predicted, will catch 
the modern spirit of commercial 
and industrial progress and repeat 
the great prosperity of her south- 
erly neighbor. 

Right now Canadian consumers 
are far more Americanized in 
spirit than her own products can 
cater to, with the result that 
the U. S. is enjoying a really 
enormous trade with Canada, 
which American manufacturers are 
just finding out and taking advan- 
tage of. Indeed, the Americaniza- 
tion of Canada in its desire for 
cominodities makes an almost 
startlingly urgent invitation for 

advertisers in Canada. 
Several New York department 
stores have read the signs of the 
times and are advertising in East- 
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ern Canadian cities exactly as they 
advertise in New York news- 
papers, knowing how many Cana- 
dians shop in New York. In the 
fall and in the spring, during the 
active purchasing seasons, the 
railroads have been shrewd enough 
to run special shopping excursions 
from Canadian cities to New York 
City, and Canadians have seized 
these opportunities to pay carfare 
in order to carry away as much 
American goods, at American 
prices, as they dare carry past cus- 
tom inspectors. Merchants come 
here also to buy their stock. 

Canadians are so thoroughly in 
sympathy with American mer- 
chandise that they will have noth- 
ing to do with anything else in 
many lines. They smile at Eng- 
lish-made shoes (boots!), and 
tactfully ignore most of those 
made by Canadian manufacturers. 
They pay $5 for American shoes 
with the duty added on rather 
than pay $3.50 in Canada for shoes 
of the same quality and material, 
but nothing like the style. It is 
the same with a great many other 
products, and Canadians living 
near the border are continually 
making shopping trips across the 
border to get the benefit of Amer- 
ican goods. 

Even in such a product as fire- 
arms, regarding which it might be 
supposed that national sentiment 
would be in preference for British 
goods, out of a total of $202,848 
worth of firearms imported, the 
United States furnished $150,293. 
This is a typical illustration of 
how American goods are by far 
the best adapted to Canadian re- 
quirements and how close to our 
own temperament and activities 
the Canadians are growing. 

There is a great lack of in- 
formation as to what Canada 
really is. A vague historical no- 
tion exists that Canada has just 
recently changed from a _ huge 
wilderness of Hudson Bay Com- 
pany trapping region, and is at 
present largely a collection of 
small settlements. It will be a 
blow to many self-satisfied Ameri- 
cans to learn that Canada is larger 
than the United States, and is said 
by many to have even greater re- 
sources. 


The 


estimated population jg 
seven million, which 1s a growth 
of nearly two million in six of 


seven years. Sixty-two per cent, 
of this population is rural, while 
38 per cent. of it is in cities and 
towns of some size. 

The western agricultural dis- 
trict, it is said, produces the finest 
wheat in the world, and when alj 
prospective areas are in cultivation 
Canada will outrank the United 
States as a wheat-producing coun- 
try. 

Her people are uniformly pros- 
perous and increasing their per 
capita wealth more rapidly than 
the United States. Furthermore, 
her population is increasing with 
remarkable rapidity, and hundreds 
of thousands of United States 
farmers and colonists have moved 
to the western agricultural regions 
of Canada in the last few years, 
{his movement has become so 
alarming that a number of West- 
ern States are taking steps to 
counteract it. 

Ali these facts are pretty real 
proot of the very great receptivity 
of Canadians to American gooas. 
up to the time when the present 
postal restrictions went into effect 
American magazines had a rather 
extensive circulation in Canada, 
and through their advertising 
pages more or less familiarized 
Canadians with American goods. 
At present American advertisers 
are using Canadian newspapers 
extensively in making a market 
for their goods. The following 
American advertisers are selling 
goods in Canada: 


Allcock Mfg. Co., J. C. Ayer Co, 
Newbro’s Herpicide Co., Omega Chemi- 
cal Co., Booth’s Hyomei Co., The Orrine 
Co., Carter Medicine Co., Corticela 
Silk Mills, N. K. Fairbank Co., Hall 
& Ruckel, Huyler’s, Quaker Oats Co., 
Rumford Chemical Works, Malta-Vita 
Co., Andrew Jergens Co., World’s Dis- 
pensary Med. Assn., Armour & Co., Dr. 
Kilmer & Co., Evans Chemical Co., 
Walter Baker & Co., Ltd.; The Bon 
Ami Co., California Fig Syrup Co, 
Sterling Remedy Co., Paris Medicine 
Co., Park, Davis & Co., Peruna Drug 
Mfg. Co., Postum Cereal Co., Ltd.; 
Scott & Bowne, H. J. Heinz Co, 
Eastman Kodak vo., Andreas Saxlehner 
(Hunyadi Jafios), Tos. Schlitz Brewing 
Co., Lydia E. Pinkham Medicine Co. 

National Phonograph Co., Orange, 
N. J.; Colgate & Co., New York; Ches- 
ter Kent & Co., Boston, Mass.; United 
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THE SATURDAY 
EVENING POST 
OF MARCH 13 


will be the largest num- 
ber in all ways that we 


have ever issued 


Size - 64 Pages and Cover 


Advertising, 136 Columns 


(FOUR OMITTED) 


Edition, more than 1,250,000 








The Curtis Publishing 
Company Philadelphia 
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Roofing & Mfg. Co.; A. & W. 
Boston; Royal Baking Powder Co., New 
York; School of Music, New 
York; Vapo-Cresolene Co., New York; 
Hopkins & Allen Arms Co., Nor- 
wich, Conn.; Huyler & Co., New York; 
Fels & Co., Fels Naptha Soap, Phila- 
delphia; Marlin Fire Arms Co., New 
Haven, Conn.; J. Stevens Arms & Tool 
Co., C. I. Hood & Co., Philo Hay Spe- 
cialties Co., Warner Bros., Corsets; 
Potter Drug & Chemical Co., A. L. 
Silberstein, Carbon- Magneto Razors, 
etc.; Swan Fountain Pens, North 
American Encyclopedia, Skinner’s Satin, 
Monarch, Underwood, Smith Premier 
and Remington Typewriters, Williams 
paving Soa Old Dutch Cleanser, 
Pratt Lambait, 1847 Rogers Silver, 
Chase & Sanborn, Libby Meat Products, 
Mennen’s, Eastman Kodak Co., Shred- 
ded Wheat Co., Chiclets. 


Bird, 


In order to make more rapidly 
the large profit in Canadian trade 
many American concerns have 
branch factories in Canada. 

A large manufacturer of chew- 
ing gum not long ago shipped ex- 
tensive machinery to Canada and 
announced a date for opening 
trade there. He had not figured on 
government red tape, and when he 
came to claim his machinery he 
found that duties had been levied 
on it to the extent of three times 
its cost, and that every possible 
delay was being made. The 
chewing-gum man _ was_ passed 
around from one office to another 
until he was thoroughly exasper- 
ated, and then he threatened to go 
to the Commissioner General and 
to the Canadian public with the 
facts that he was standing ready 
to give employment to hundreds 
of Canadians and was being 
balked, with the result that there 
was instantaneous action. 

Since then Canadians have 
changed their attitude very much, 
and “gingered up” their own busi- 
ness methods most effectively. 

The following manufacturers 
have factories in Canada: 


Delaval Separator Co., Natural Food 
Co., Shredded Wheat; Singer Sewing 
Machine Co., Radway & Co., Centaur 
Co., Castoria; L. E. Waterman & Co., 
Waterman’s Pens; Wells & Richardson 
Co., International Harvester Co., Wal- 
ter M. Lowney & Co., Campbell's Pre- 
serving Co., D. an Ferry & Co., Edw. 
Ellsworth Co., H-O, Force, etc.; Frank 
H. Fleer Ga: “Chiclets”; Gillette 
Safety Razor Co., Thermos Bottle Co., 
ene Kodak Co., Sharples Separator 


There are in Canada at present 
127 daily papers, 954 weeklies and 


semi-monthlies, and 231 monthly 
publications of various kinds. 

Western Canada is almost a 
field by itself, just as our own 
West is a particularly rich and 
separate advertising field, and 
shrewd advertisers are not over- 
looking the unusual wealth being 
developed in this region. There 
are 171,000,000 acres of wheat land 
there. 

The farm crops in the Dominion 
during 1908 are quoted at $453,- 
000,000, divided as follows: Nova 
Scotia, $20,000,000; New Bruns- 
wick, $28,000,000; Quebec, $8o,- 
000,000; Ontario, $185,000,000; 
Manitoba, $66,000,000; Prince Ed- 
ward Island, $9,408,000; Saskat- 
chewan, $37,000,000; Alberta, $14,- 
000,000. Canada will at no far dis- 
tant date grow 200,000,000 bushels 
of whea ed all Eu- 
rope. This illustrates the agricul- 
tural wealth which in Canada, as 
well as in other countries, forms 
the backbone, present and pros- 
pective, of the nation’s wealth. 

James J. Hill and others fre- 
quently bring up the question of 
the desirability of trade reciprocity 
with Canada, and quote some 
of the figures mentioned here in 
proof of the enormous desirability 
of free trade. This, however, to 
one who knows Canadian opinion, 
is a dream of the impossible, for 
Canadians, however they may once 
have favored it, are now awakened 
to their own resources and 
strength and are __ hopelessly 
against it. But if free trade is so 
enormously desirable, and yet im- 
possible, then advertising in Can- 
ada is the only logical method of 
securing Canadian trade. And it 
is advertising in Canada which the 
shrewd American advertisers are 
doing more and more every day. 

The following is a comparative 
table of imports from United 
States and Great Britain for fiscal 
year ending March 31, 1908: 
From From 
U. S. Gt. Britain 


$186,693 
789 


Article 
Automobiles and Mo. 

tor Vehicles...... $ 637,941 
Bacon and Hams. 847,215 
Baking Powder etc. 128,084 
Baths, Bath-tubs.... 193,802 
Blouses and irt- 


Boots and Shoes.. Pe 408, 645 106,066 
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isters....+ 174,216 637 
=. 429,895 360,594 
Cereal Foods 152,799 360,594 
Clothing 460,705 507,643 
Cocoa and Chocolate = 99,725 57,397 
Collars and Cuffs.. 79,262 65,612 
Confectionery 117,491 244,300 
Corsets ji 145,160 9,854 
y Embroider 
“ae % 44,967 250,681 
Electric Apparatus. 2,235,515 49,464 
Engines (Gasoline). 619,071 74,082 
Engines (Steam)... 347,022 75,563 
Fabrics (Printed, 

Dy 4,154,333 
Fertilizers 58,502 7,165 
Furniture side aes 721,414 55,717 
Guns, rifles, etc... 383,616 167,854 
Hardware, Builders’, 

etc.) 520,544 
Harvesters 85,662 

50,864 
12,707 
731,715 
426,643 
117,860 
322,439 
65,929 
Milk Foods........ 45,740 
Pearline and Soap 

Powders 93,196 
Pencils (Lead) 112,433 
185,666 
138,628 
257,438 


Perfumery 
Phonographs 
Pickles (in bottles, 

SS ee 38,895 
Portable Engines... 1,030,456 
Rubber Goods...... 353,57! 99,616 
Sewing Machines... 247,007 18,651 
Soap (Common or 

Laundry) 118,193 6,282 
Soap (Toilet) 151,985 41,437 
Stoves 456,101 5,334 
Tools (Hand or Ma- 

chine) 879,406 81,440 
Typewriting 

chines 544,958 26 
Varnishes, Lacquers, 

ete. 104,343 38,361 
Wall Paper 163,534 38,361 
Watches 19,445 9,107 

629,877 7,938 





The Montreal Star has an ef- 


fective promotion department, 
which has been using figures like 
the above with much effect in 
persuading American advertisers 
to use space in Canada. To its 
efforts are due a great many of 
the American advertisements now 
running in the Dominion, 
—_———+or——— 


R. Harry Quinn, formerly of the 
Montreal Star and Gazette, the Denver 
Post and the Winnipeg Free Press, has 
been appointed advertising manager for 
the Calgary, Can., Daily News. 

With Mr. Quinn will be associated 
Mr. W. D. Montgomery, who is also 
a former member of the Vancouver 
Province advertising staff and was for 
some time advertising manager of the 
Piano house of the Grinnell Bros., De- 
troit, Mich. 

alla wat News has instituted a 
Promotion department in connection with 





its office, the duty of which will be 
to gather the statistics and information 
that will be of mutual assistance te 
Eastern advertisers and agencies in the 
placing of their appropriations. 
————_+0+—___—_ 


WHO ADVERTISES SHINGLES? 


THorNE ADVERTISING SERVICE. 
SeaTTLe, Feb. 6, 1909. 
Editor of Printers’ Inx: 

Ve have noticed in the January 27th 
issue of Printers’ Ink that you have 
installed an information bureau for sub- 
scribers. 

We have occasion to use that depart- 
ment at this time. 

Would you please send us any in- 
formation or data on shingles advertised 
either under a brand or otherwise, out- 
side of the lumber journals? Would 
you also give your opinion on the 
feasibility and advisability of a cam- 
paign, on a trade-marked shingle, direct 
to the consumer? 

Thanking you for the courtesy, we are 

Yours truly, 
J. Frepertc THorne. 








Lincoln Freie Presse 
Lincoln, Neb. 
*Cireviation”” 149,281 
Oar biggest circulation is in the States of 
lowa, Wisconsin, Mi ta, Nebrask 


Illinois, etc., in the order named, All sub- 
scriptions paid in advance. Flat rate, 35c, 


A Month of 
Unparalleled Gains 


The month of January, 1909, 
was the —— anuary in the 
history 0 


The Chicago 
Record - Herald 


showing the largest gain in Dis- 
play advertising of any Chicago 


newspaper. The 
Record - Herald 


during January gained 


87,728 Lines 


of display advertising. 


The Chicago Record-Herald 
makes sworn statements of net 
paid circulation; it charges in- 
variable rates for advertising, 
and further, both the circulation 
books and the advertising books 
are open to advertisers. 


New York Office 


437 Fifth Avenue | 
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STEINWAY-ZEOLIAN ALLI- ia 
ANCE. 


AN OBJECT LESSON ON THE TRADE 
ADVANTAGES OF PERSISTENT AD- 
VERTISING—-THE FOREMOST PIANO 
MANUFACTURER OF THE WORLD AT 
LAST RECOGNIZES THE TREMEN- 
DOUS POWER OF THE DIRECT APPEAL 
TO THE PUBLIC, 


By F. N. Kimball. 

The biggest sensation that the 
music.trade has had in many years 
is the announcement that there is 
to be a Steinway Pianola Piano. 

Ever since the invention of the 
piano-player the great house of 
Steinway & Sons has steadfastly 
set its face against the newcomer 
in music-making. Other piano 
manufacturers have, one by one, 
gone into the business of making 
interior players—the Weber piano 
joined hands with the Pianola, the 
Knabe with the Angelus, the Soh- 
mer with the Cecilian, and so on. 
But for over ten years the Stein- 
ways have stood like a rock on 
the principle that the only artistic 
method of playing the piano is di- 
rectly with. the human fingers on 
the ivory keys. Some of their ads 

‘have even boasted that they did 
not find it necessary, in order to 
promote their sales, to have any- 
thing to do with the mechanical 
foot-pumping devices. 

But at last the Steinways have 
seen a great light. In the words 
of Mr. Charles H. Steinway him- 
self, “We realize the trend of the 
times.” 

Now the trend of the times is 
something that, so far as piano- 
players are concerned, does not 
happen accidentally. Back of it 
has been a tremendous campaign 
of publicity. Newspapers, maga- 
zines, booklets and free concerts 
have all contributed to the final 
result. 

At the beginning there was 
enormous opposition to be over- 
come. Music teachers and the 
musical profession arrayed them- 
selves against the new idea from 
the instinct of self-preservation. 
Gradually these opposing interests 
have been diplomatically concili- 
ated, but most important of all, 
the case has been appealed directly 


to the public through the standard 


‘of advertising mediums. 


It was a campaign of education, 
The delights of music in the home 
have been portrayed in a thousand 
different ways. Whenever any 
great musician became a convert 
the story of his conversion was 
spread to the four ends of the 
earth. Sneers at “mechanical 
foot-pumping devices” have by de- 
grees been transformed into tol- 
eration and finally undisguised ap. 
proval. It is another great vin- 
dication of the power of printers’ 
ink intelligently and _ persistently 
applied. 

So when the foremost. piano- 
makers of the world were ready 
to recognize “the trend of the 
times,” they selected out of the 
myriad of piano-players the one 
instrument that has led in its 
advertising and consequently in its 
sales—the Pianola. 

The alliance between Steinway 
& Sons and the A£olian Company 
is in no sense an amalgamation or 
a consolidation. The two houses 
will continue to conduct their 
business independently of each 
other, except on the one point of 
uniting to produce a new musical 
instrument to be known as the 
Steinway Pianola Piano. For this 
new instrument the A£olian Com- 
pany have been appointed sole 
selling agents for the world, and 
will conduct all the advertising. 
Steinway & Sons will continue to 
promote the fame of the straight 
Steinway piano, and their adver- 
tising, as heretofore, will go out 
through N. W. Ayer & Son, of 
Philadelphia, who have given them 
most efficient service in the past. 

Some time when you have a 
leisure hour go through the ad- 
vertising pages of any representa- 
tive magazine and note how much 
of the advertising is purely com- 
petitive in tone. In the last anal- 
ysis 95 per cent. will be found to 
come under this head. The great 
bulk of advertising is on its very 
face a plea to buy such and such 
an article instead of something 
else. Ours is the best, cry all the 
advertisers. 

But the Afolian Company have 
won out on a broader policy than 
that. They have advertised not 
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merely the Pianola but music it- 
self. Their ads bristle with such 
headings as “The Fascination of 
Personally Producing Music,” 
“Do Your Children Love Good 
Music?” “The Music You Want 
When You Want It,” ‘ ‘An Even- 
ing Saved From Dulness,” ete. 

Such advertising has been con- 
structive for the whole industry of 
piano-players. There are said to 
be nearly one hundred different 
makes of piano-players, yet for 
the most part their advertising has 
been purely competitive. The ef- 
fort has been to prove fifty-seven 
points of superiority. The efforts 
of the Pianola’s makers, on the 
other hand, seem to have been 
first, to make the public want a 
piano-player, and secondly, to have 
them satisfy that want with a 
Pianola. 

It is of general interest that 
the broad policy has proven more 
successful than the restricted and 
selfish one of attempting to put 
one’s competitors into the discards 
from the word go. 

Similarly it is said that the 
most successful advertising agents 
are those who go about preaching 
the value of judicious advertising 
first and foremost, rather than 
those whose whole horizon is 
bounded by their own special abil- 
ities. The agent who first awak- 
ens in a business man an interest 
in advertising is the one most 
likely to land the account when 
there is an account ready to be 
placed. 

Some people have thought the 
Curtis Publishing Company was 
too indirect in talking up the ad- 
vantages of advertising generally 
rather than taking its text in- 
variably from its own publica- 
tions. But the pressure on the ad- 
vertising columns of the Ladies’ 
Home Journal and the Saturday 
Evening Post would seem to indi- 
cate, as in the case of the Pianola, 
that the broad policy is apt to win 
out in the long run; and when it 
does win out it achieves a greater 
and more commanding success. 

The advent of the Steinway Pi- 
anola Piano is in large degree a 
tribute to the power of advertis- 
ing, and to broad-gauge advertis- 
ing at that. 
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SELLING BREAD WITH 
PAINTED SIGNS. 


SOME FACTS AND FIGURES ABOUT 
KOLR’S PAN-DANDY CAMPAIGN IN 
THE QUAKER CiTY — OVER 90,000 
LOAVES SOLD PER DAY AFTER SIX 
MONTHS, 


Pan-Dandy Bread has been advertised 
in many different cities, but nowhere 
else by an out-door campaign so pro- 
ductive of direct results as that carried 
on for the last year by [Kolb’s Bakeries, 
the lessees in Philadelphia. 

In the spring of 1908 Kolb’s added 
this brand to their general line, which 
already covered all regular styles of 
loaf, and embarked upon an out-door 
paint-work campaign. 

Conditions were right for a direct 
checking of the results to be obtained 
from the advertising. The article itself 
was of the highest possible -quality, 
the name Kolb’s Bakeries back of it was 
ample guarantee of that quality, and 
the distribution and selling plan were 
well-nigh perfect. All that was want- 
ing was advertising necessary to create 
the demand. The results of the cam- 
paign must be attributed to painted 
signs, as this medium was used ex- 
clusively. 

The initial display consisted of an 
inexpensive bulletin showing through- 
out the city. This was maintained for 
about eight weeks when results were 
sufficient to warrant a further increase. 

At this time the daily average sales 
had grown from practically nothing to 
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BREAD. 


PAN-DANDY PAINTED SIGN 


30,000 loaves per day. The painted dis- 
play undertaken, consisting of painted 
bulletin and wall signs, was one of the 
most comprehensive ever placed in 
Philadelphia or any other city. 

It covered every section of the city 
thoroughly, special attention being paid 
to the important lines of travel, notably 
the Market St. elevated road and the 
business centers, in all covering about 
200,000 square feet of wall space and 
3,000 lineal feet of bulletin space, com- 
prising about 300 locations. 

In addition a suitable line of small 
banners and hangers have been used 
around the grocery stores and other 
retail establishments where the bread 
was sold, and a line of one-sheet post- 
ers on the subway and elevated railroad 
stations. 

The signs have consisted of the con- 
ventional design displaying “‘Kolb’s Pan- 
Dandy Bread’’ in large letters, with the 
addition of the Kolb Little Baker Boy 
which has long been used by this firm 
as its distinctive trade-mark in all 
forms of advertising. 


The signs were painted and the cam- 
vaign handled generally by the S, H. 

obison Co. The results and the 
cost were these: At the end of six 
months the average sales were 90,000 
loaves per day. The cost for this dis. 
play during this period averaged less 
than $1,500 per month. 

Daily sales, since the expiration of 
the sixth month, have shown the same 
proportionate increase, and an interest- 
ing fact is that this enormous output 
has not in the slightest affected the 
sales of the dozen or more other styles 
of bread made by the Kolb Bakeries, On 
the contrary, each and every style has 
shown a steady increase in daily aver- 
age sales. 

The Kolb firm has long been an in- 
telligent advertiser, in many lines, and 
this out-door campaign has put another 
valuable leaf in its book of experience, 
proving satisfactorily that in certain 
cases out-door advertising has _ great 
advantages. 

—_—_—_+o+—____. 


The St. Louis Gunning Advertising 
Company, of St. Louis, will, within the 
next thirty days, begin an out-door ad- 
vertising painted display for the Chat- 
tanooga Medicine Company in the state 
of Missouri, including St. Louis and 
Kansas City. They will install dis- 
plays in all cities in the state of 4,000 
population and over. 

— 4-9-9 


SOUTHWESTERN AD CLUB CON. 
VENTION. 


As the guests of the St. Joseph, Mo., 
Ad Club, a number of advertising men 
held a convention on February 23, the 
first annual convention of the South- 
western Division of the Associated Ad- 
vertising Clubs of America. Delegates 
from eeeee, Wichita, Oklahoma City, 
Kansas City and St. uis were pres- 
ent. A banquet was enjoyed, Charles 
D. Morris, of St. Joseph, Hon. Lafay- 
ette Young, of Des Moines, and Ewing 
Herbert being the speakers. 

———_~+9-9———— 


AMERICAN INSURANCE IN 
CANADA. 


The Prudential Insurance Co., New- 
ark, N. J., have recently received a per- 
mit from the Canadian government to 
do business in the Dominion, and are 
about to start out on an extensive ad- 
vertising campaign in the leading Can- 
adian newspapers in the district com- 
prising Montreal, Toronto, London, 
Hamilton, etc. This undoubtedly will 
be the forerunner of other American 
life insurance campaigns in Canada. 

—_———+o-——____—_—_ 


EXIT THE TEDDY BEAR. 


Co-incident with the stepping down of 
“Teddy” Roosevelt from the high seat 
of the mighty at Washington, and the 
ascendency of the Smiling One, the 
Teddy Bear is now out of fashion. 

Preparations are now being made to 
give a great vogue to a new pet, “Billy 
Possum,’’ which is soon to be seen in 
children’s arms and as the center of 
attention in the line of fads. 
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A $3.00 Book 
About Canada 


SENT TO ADVERTISERS 
ON RECEIPT OF 35 CENTS 


All the latest information about Canada, including 
populations, railways, banks, etc., will be found in the 
last issue of the Desbarats Newspaper Directory. 


Also lists of leading industries in every city and 


town where newspapers are published. 


This work is most complete and up-to-date and is 
the standard to-day on circulations of Canadian is- 


sues. 


It comprises 306 pages, is bound in cloth, gold let- 
tered, and worth more than the published price to any 


one interested. 


We send it on receipt of 35c, stamps or cash, to 
firms interested in advertising, who apply on their 
business stationery. To all others the price is $3.00. 


Apply 


THE 
DESBARATS ADVERTISING AGENCY 


(LIMITED) 


SPECIALISTS IN 
CANADIAN ADVERTISING 


SUITE 50 
42 VICTORIA SQUARE, MONTREAL, CAN. 
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CHICLETS IN CANADA. 


AN INTERESTING STREET CAR AND 
BILLBOARD CAMPAIGN WITH GRAT- 
IFYING RESULTS—A HEAVY GEN- 
ERAL CAMPAIGN BEING STARTED 
FOR THIS COUNTRY. 


By Paul Lewis. 

Chiclets is a peculiarly appropri- 
ate subject for this particular 
issue of Printers’ INK because 
this popular chewing gum is one 
of the most-advertised products 
in Canada at this time, and the 
advertising is confined wholly 
to cars and billboards. A Chiclets 
card is to be seen in every street 
car in the Dominion, and boards 
are used wherever there is a bill- 
posting service. A new factory has 
been erected in Toronto recently 
to supply the fast-increasing busi- 
ness. 

According to Mayer Swaab, Jr., 
secretary and general manager of 
peg H. Fleer Co., Inc., makers 

f Chiclets, this factory represents 
the difference between what adver- 
tising and Chiclets together were 
expected to do and what they 
really did. 

When the then new candy-coated 
gum was first introduced into Can- 
ada four years ago, a fair-sized 
factory, considered large enough 
to supply all demands for many 
years, was erected. Within a year 
it was running to capacity. An- 
other year brought the necessity 
for enlarged facilities and a new 
factory was planned. This struc- 
ture, one of the most thoroughly 
equipped chewing gum factories in 
the world, was completed last fall. 

The first year’s advertising, after 
a system of distribution had been 
perfected, was strictly a news- 
paper campaign, chiefly centered 
in the larger cities. Several thou- 
sands of dollars were spent in the 
newspapers and good results were 
realized. For the following year 
it was resolved to lay aside the 
newspapers temporarily and go 
outdoors. Two and four-sheet 
fosters and some paint work were 
used and board space was taken 
in every town in Canada where a 
regular service was to be had. Re- 
sponse to this campaign was so 


immediate and returns so great 
that Chiclets have remained on the 
billboards of Canada for the last 
three years and are likely to stay 
there for some time to come, 
though newspapers will, of course, 
still be used. 

Last year the outdoor display 
campaign was extended to stree} 
cars-and now, as mentioned before, 
every car in Canada carries a 
Chiclet card. 

Mr. Swaab was asked which, in 
his.opinion, had proven most val- 
uable, newspapers, billboards or 
car cards. 

“That is impossible to say,” he 
replied. ‘“ The newspapers did 
their work of introduction and did 


Your smoke time. That's another 
Chiclet time. Yee will like _ 
delicious 
pot “occ your mouth after the 
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The mant-covered. candy.conted chrwmg gem 


Tewe as strong and better flavor than the old 
Tends of chewing gum 
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Give Chiclets to the little folk. 

Chiclets will give them white teeth, and good 
digestions. The pure chewing gum within is a real 
help to thelr good yen 

Little boys and girls may become big boys and 
girls, but they will always love= 








Greeting. Chiclets! 
Adieu, indigestion! 





A STREET CAR CARD SERIES. 


it most satisfactorily. Without the 
newspapers, I do not believe we 
could have gained our foothold in 
the larger cities, notably Toronto 
and Montreal. 

“But for the continued cam- 
paign, we have found that on this 
particular proposition, in Canada, 
the cars and billboards are some- 
what more effective than news- 
papers at less cost, for a localized 
campaign outside of large cities. 
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“Between the cars and the 
boards, of course it is impossible 
to distinguish in the matter of re- 
sults. They are co-ordinate 
branches of outdoor publicity and 
we consider both very valuable in 
promoting Chiclets.” 

The poster and card work for 
Chiclets has been of exceptionally 
high grade. From the very first 
it has been the care of Mr. Swaab 
to emphasize daintiness and taste- 
fulness in the advertising of this 
product. No art work which 
could even suggest coarseness or 
vulgarity has been accepted. Chic- 
lets are a chewing gum in a dainty 
form which makes them a sort of 
confection, and they are bought 
largely by a class of persons who 
would never be associated with 
gum-chewing. The packages are 
most inviting. One of these is the 
only twenty-five cent packet of 
chewing gum on the market. 
Large boxes, in which bulk goods 
are displayed by the retailer, hav- 
ing inner lids of glass to protect 
the contents from dust and germs 
and small green bugs in the store 
go with each box. Such features 
have been rightly considered as a 
part of the advertising. 

The finickiness which character- 

izes posters and car cards includes 
of course all the store display 
cards and signs which are fur- 
nished to retailers in great num- 
bers. No art talent is too good to 
make Chiclets display cards. 
_ Words for the copy are chosen 
just as carefully as the pictures. 
This description: “The dainty 
pearl-gray, mint-covered, candy- 
coated Chewing Gum,” and _ the 
slogan, “Really delightful,” are 
employed in all the advertising— 
newspaper, street car and _ bill- 
board. They come pretty near to 
telling the whole story and little 
else is needed. The chief talking- 
point, when any is used, is the 
value of Chiclets as an aid to diges- 
tion and breath-sweetener. About 
fifty per cent. of the ads used in 
the Province of Quebec appear in 
the French language, by the way. 
_ All the distribution is through 
jobbers—the company does not sell 
to retailers. 

In the United States, the present 
advertising of Chiclets consists of 





some street car work in Brooklyn, 
Philadelphia ‘and St. Louis terri- 
tory. A campaign of large pro- 
portions will be started in April, 
involving the use of thirty-five 
monthly magazines and eight week- 
lies, newspapers, street cars and 
bill-boards in all sections of the 
country. The magazine appropri- 
ation will be duplicated in the 
newspapers and an amount equal 
to double this sum will be spent 
on car cards and billboards: The 
magazine copy will vary from quar- 
ter to full pages. The business will 
be placed by Arnold & Dyer, Phil- 
adelphia. 

This campaign is designed wholly 
to stimulate consumption and not 
to open up new territory, as the 
country is thoroughly covered by 
the system of distribution. The 
United States trade is supplied 
from the Fleer & Co. factory in 
Philadelphia, which is the largest 
chewing gum factory in the world. 


Lynchburg, Va., is about to un- 
dertake a movement for the de- 
velopment and advertising of it- 
self 
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The Big Paper in the 
Fort Worth, Texas, Field 








If you want to reach economically not only Fort Worth, 
but a large part of the largest State in the country, select 
the paper with the largest circulation. 

The Star-Telegram represents the combined circulation 


of the Star and the Telegram, and has thereby increased its 


influence considerably. 


The Fort Wort 


has a sworn average daily circulation in excess of 18,000. 
During 1908 (when the paper was the Telegram) the cir- 


culation was 15,057. 


The daily average of the Star- Telegram 





for January 1909 was in excess of 18,000 





—double the paid circulation in the city of 





any Fort Worth paper. 





10,000 of this circulation is distributed by carriers every 
day to the best Fort Worth and suburban homes. This does 


not include street sales and news stands or mailing list. 
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The Most 
Local Advertising— 
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more satisfactorily than with space in the 





tar- Telegram 


During January, 1909, the Star-Telegram carried 20 





per cent. more local display and 30 per cent. more foreign 







advertising than any competitor. 


Your ad ought to be in it. 










Write for copies and rates 
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HOW CANADIANS ARE BECOM- 


ING AMERICANIZED. 
is enthusiastically Yankee,”’ 
says a writer in the Tour du Monde 
(Paris). “Farmers from the United 
States are crowd.ng into the Canadian 
Northwest, and the imperialistic jour- 
nals of London are becoming alarmed.’ 
They have reason for their trepidation, 
declares this writer. ‘The influence of 
the United States is completely trans- 
forming Canadian life. The great cities 
of the St. Lawrence all publish papers 
written, edited and printed more or less 
after American models. From the edi- 
torials to the sporting news, these papers 
are steeped in Yankee slang. The 
cablegrams printed in these Canadian 
papers come from New York. Almost 
the whole book trade and _ periodical 
omg along the St. Lawrence is fed 
by American books and _ periodicals. 
The hotels of the Dominion are really 
copies of American hotels.” To quete 
further: 

“New York fashions in the way of 
clothing are greatly imitated by the 
Canadians. American games, such as 
baseball, and American sports, such as 
go-as-you-please_ races, have entirely 
supplanted, at least in Western Canada, 
such British games as cricket and foot- 
ball. In Western Canada the cigars 
are of American make, and chewing 
tobacco, of which Yankees are im- 
moderate consumers, is also used to an 
immense extent. 

“In vain are the efforts of British 
Imperialists to stop the tide of Ameri- 
canism. It is like Mrs. Partington’s at- 
tempt with her broom to sweep back 
the waves of the sea.” 


“Canada 


———_~+o——_——_————_ 


INK” GOT HIS JOB 
FOR HIM. 


“PRINTERS’ 


INDEPENDENT BrewincG Co. 
-ITTSBURG, Feb. 16. 


Editor of Printers’ Ink: 

Last week’s issue of Printers’ INK 
was one of the best I ever read. Per- 
mit me to congratulate you on the way 
you are putting this advertising journal 
back into its stride. 

I noted with interest your article on 
the advertising of a hat manufacturer. 

Probably you do not know that I 
secured the advertising managership of 
the Independent Brewing Company 
through Printers’ Ink four years ago. 
I’m still watching the Spruce St. Plum 
Tree. 

Very truly yours, 
Fioyp Curtiss, 
Advertising Manager. 


——__—_+ 0+ —__ 


Mr. Byron W. Orr, former secretary 
of the Associated Advertising Clubs of 
America, secretary of the St. Louis Ad- 
vertising Men’s League, and well- 
known writer on advertising top‘cs, has 
accepted a position with the G. W. Esk- 
tidge Advertising Agency, Richmond, 
Va. Mr. Orr will leave St. Louis this 
week to join the copy staff of the Esk- 
ridge Company. 


WINNIPEG ADVERTISING _ RE. 
SULTS. 

The Winnipeg Development and Ip. 
dustrial Bureau has had an active and 
fruitful advertising campaign. Thirty. 
two thousand seven hundred and gey- 
enty-two lines of advertising were used 
during the past two years, and 3,874 
actual requests for information from 
manufacturers were received from it. 
Thirty-three manufacturing — establish- 
ments were brought to Winnipeg, 151 
industrial and commercial companies 
incorporated, with a total capital of 
$28,616,600. Bank clearings in Winni- 
peg increased more rapidly than in any 
Canadian city; 600,000 lines of press 
matter were furnished, and 900 photo- 
graphs and 2% 37,721 pieces of matter sent 
out; 10,771 incoming communications 
were handled. Charles F. Roland, com- 
missioner, is greatly pleased, and so are 
Winnipeg business men, with the splen- 
did tangible results of its advertising 
campaign. 

————_+e+—__—_ 


IT BROUGHT MANY INQUIRIES. 


Tue J. G. Britt Company, 
Cars and Trucks. 
PHILADELPHIA, Pa., Feb. 15, 1909. 
Editor of Printers’ Ink: 

The value of Printers’ INK as an 
advertising medium is indicated by the 
number of requests which we have re- 
ceived in the past month for copies of 
Brill’s Magazine, all of which stated 
that request followed an item appear- 
ing in Printers’ Ink. This item has 
not come to our attention. As we are 
anxious to know your comments on 
our publication, we enclose 5 cents in 
stamps and shall appreciate it if you 
will send us the number in question. 

Very truly yours, 
J. N. Ninp, Jr., 
Advertising Department. 
—_+e+>—_ 


Joseph Traxler, formerly with Charles 
Austin Bates, and also J. Wellington 
Hull, has started an advertising agency 
in Cincinnati. 

The Literary ” Dige st 
Western business by 140 
January, 1909, over 1908. 

The Oklahoma City Oklahoman has 
let a contract for a $140,000 new build- 
ing of artistic design, to be finished in 
six months. 


C. H. McMaster has been re-elected 
president of the Galveston Tribune, to- 
gether with his old staft of officers. 


increased _ its 
per cent in 





’ come over here where the money is > 
Any legitimate selling proposition in the 
Washington (Pa.) Record will stick right 
Square in the center of a chesty pocketbook. 
The truth is we have 5,100 circulation, 
growing every issue. Reach a community of 
steady buyers in good circumstances, in a 
wealthy district. Great coal and coke re- 
gions, big trolley and R.R. C enter(3 systems) ; 
old and well settled agricultural district 
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Y EKRM PAPERS 
OF 
\ KNOWN VALUE, 


The Ohio Farmer The Wisconsin Agriculturist 
The Michigan Farmer The Indiana Farmer 

The Breeder’s Gazette The Farmer, St. Paul 

Hoard’s Dairyman Home and Farm, Louisville 
Wallace’s Farmer The Dakota Farmer, Aberdeen 


The Kansas Farmer The Oklahoma Farm Journal 


Our Policy 


We seek to co-operate with legitimate Advertising Agencies in 
creating and developing business. 


Agent’s commission is granted only to Advertising Agents, known 
to be such under strict rules adopted by us July 1st, 1906. 


Agency commission is never allowed to advertisers direct. 
Circulation of each paper is absolutely guaranteed. 

We absolutely maintain our card rate in all cases. 
Advertisers are guaranteed to subscribers. 


No objectionable or misleading advertisements accepted. 





May we show you what they could do for you? No obligation 
is incurred by an inquiry, and it may lead to giving you a new light 
ona profitable field. We publish aninteresting quarterly called “Standard 
Farm Paper Advertising,” which is devoted to farm conditions. May 
we send you a copy? 3 


GEO. W. HERBERT, WALLACE C. RICHARDSON, Inc., 
Western Representative, Eastern Representatives, 
1736 First Nat’l Bank Bldg., Chicago. 725 Temple Court, New York City. 
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SIR HUGH 

HOW HE FOUNDED AND BUILT UP 
THE MONTREAL “STAR” AFTER 
GREAT HARDSHIPS—KNIGHTED BY 
KING EDWARD FOR HIS MANY 
PUBLIC SERVICES. 


GRAHAM. 


Sir Hugh Graham, publisher of 
the Montreal Star, and the first 
Canadian journalist to be knight- 
ed, has had one of those careers 
of success from an humble start 
which are the real romance of this 
New World. 

As a country boy he carried to 
Montreal nothing but a common 
school education and an_ alert 
brain. To-day he is a millionaire 
newspaper. owner and a much be- 
sought leader in philanthropic and 
financial enterprises. Probably no 
other Canadian can show greater 
achievements from such extremely 
modest beginnings. 

In 1869 Graham and a writer, 
Lanigan, started the Star, and ex- 
perienced many hard bumps. Be- 
fore very long the two partners 
differed. So Lanigan withdrew and 
Graham went on alone. An offer 
from his principal creditors to give 
him,as sole proprietor,a clean sheet 
was refused, and the young pro- 
prietor announced his determina- 
tion to pay every cent of the over- 
whelming debt of his paper + ith 
interest. 

And this he did, but not until he 
had tasted every experience that 
comes to the man who insists upon 
making bricks without straw. He 
had no working capital, and the 
concern was staggering under a 
huge load of debt, while he was 
increasingly harassed by lawsuits, 
writs of attachment, and all sorts 
of litigious processes. During his 
struggles he had some ninety-three 
libel suits on his hands, and he 
lost only three, which is a fair in- 
dication that his papers were gen- 
erally engaged in righteous causes. 
His credit became so low at one 
time that he had to buy his coal 
by the bucketful and send the 
office boy for it. He had to pay 
for his paper day by day with the 
street sales of the evening before. 
What seemed like the last straw on 
his load of trouble was the refusal 
of his neighbor to continue the 
supply of steam power that was 





furnished by means of a shaft 
through the wall unless arrears 
were paid up—a proceeding that 
would have meant suspension, 
Graham wired to the country for 
a horse power and a horse. These 
arrived during the night, and for 
several days a big white horse was 
on the payroll. The horse-treads 
were erected in a corner of the 
pressroom, and the motive power 
walked into the office every morn- 
ing through the little counting- 
house to the pressroom, which was 
equipped with a flat machine, cap- 
able of printing only one side of 
a sheet. The irregule irity of the 
animal power created a_ perfect 
pandemonium. When the press 
was stopped every few minutes to 
get relays of white sheets, the 
animal would start galloping on 


SIR HUGH GRAHAM 


the mill. This becoming unendur- 
able a caloric engine was installed, 
but proved inadequate. It needed 
help, and every afternoon the 
bookkeeper, a clerk and two re- 
porters, the bulk of the staff, 
could be seen helping the Ericsson 
motor by tugging at the piston 
rods—a spectacle as near to that 
of absolute despair as is possible 
to imagine, 
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But Graham worked steadily on. 
Many years ago the Star became 
the most’ widely read journal, not 
only in Montreal, but in Canada. 
The King, however, does not often 
knight men for business success. 
This distinction implies that Sir 
Hugh did more than build up a 
great newspaper property and a 
fortune, and herein lies the secret 
of his imperial honor. He at once 
began to use his newspaper, his 
fortune, and his own splendid abil- 
ities in the public service. The list 
of projects that he has undertaken 
and carried through is formidable. 
You can hardly mention a striking 
public need of the last three dec- 
ades which did not find Hugh Gra- 
ham endeavoring to the best of his 
ability to meet it. When the fam- 
ine broke out in India, for in- 
stance, he set on foot a movement 
to raise a relief fund in Canada, to 
which finally 100,000 people sent 
in contributions. The Boer War 
aroused his patriotic fervor in like 
fashion. When it seemed doubtful 
whether Canada would rush to the 
assistance of the mother country, 
as the rest of the empire was spon- 
taneously doing, Sir Hugh repeat- 
ed the cablegram telling of the 
action of New Zealand in sending 
troops to aid the motherland to 
every mayor and prominent militia 
officer in Canada. The response 
was overwhelming. Within forty- 
eight hours the first contingent 
was ready to embark. 

In order to encourage enlistment 
Sir Hugh insured every man in the 
contingent against death and acci- 
dent, the policies totalling a million 
dollars. The late Queen Victoria 
expressed her admiration, with the 
result that there came at that time 
a suggestion from London that 
Mr. Graham should be honored 
with some distinction. When he 
was knighted all Canada united in 
approval. 

Of local services the list is too 
long to be even intelligently sum- 
marized for the reading of stran- 
gers. To many Sir Hugh is Can- 
ada’s foremost citizen. 

The Montreal Star has now, ac- 
cording to the American News- 
paper Directory, 67,000 circulation, 
and the Family Herald and Week- 
ly Star 140,000. 











THE STANDARD PAPER FOR BUSI- 
NESS STATIONERY—“LOOK FOR 
THE WATER-MARK” 

Just as every intellectual 
man appreciates _intelli- 
gence, every man that uses 
fine business paper appre- 
ciates every other man’s 
use of it. 


OLD HAMPSHIRE BOND 


“Look for the Water Mark”’ 


is a sort of a passport among 
the best business circles. 
It proclaims the fellowship 
of the substantial and the 
refined. 


That it pays always to use OLD 
HAMPSHIRE BOND for commercial 
stationery is the testimony of prudent 
business men. Prove this for yourself— 
let us give you the OLD HAMPSHIRE 
BOND Book of Speci It i 
suggestive specimens of letterheads and 
other business forms, printed, litho- 
graphed and engraved on the white and 
— colors of OLD HAMPSHIRE 





Hampshire Paper Co. 


The only paper makers in the world 
making bond paper exclusively 


SOUTH HADLEY FALLS 
MASSACHUSETTS 
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MADE “A LITTLE BETTER THAN 
SEEMS NECESSARY”—“LOOK FOR 
THE WATER-MARK” 
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ADVERTISING BY SAMPLE. 





NOTABLE SAMPLING ACTIVITY LATE- 
LY—THE HUGE VAN CAMP SAM- 
PLING CAMPAIGN — NEWSPAPERS 
USED FOR COUPONS—OLD DUTCH 
CLEANSER—IVORY SOAP—COLGATE, 
ETC, 





Big sampling campaigns have 
been carried through lately. 

The sampling method of adver- 
tising has had a distinct revival. 
As a method it is as old as busi- 
ness itself. All enthusiastic man- 
ufacturers have implicitly be- 
lieved in all ages of business that 
if the consumer could but get one 
little morsel of his product to try, 
it would be all over forever with 
competing products, 

Consequently the lucky con- 
sumer has for many years been 
teased with samples of everything 
from shoe polish to breakfast 
food and hair dye. A hair dye 
man once had the nerve to send 
samples of hair dye to consumers 
and asked them to try it on their 
heads and, if they did not like the 
sample on part of their hair, he 
would willingly dye it back again. 
Needless to say this sampling cam- 
paign surprised the earnest and 


enthusiastic manufacturer with 
worse than failure. 
But almost in the same cate- 


gory, perhaps, was the large na- 
tional baking powder advertiser 
which some years ago planned an 
important and what it considered 
most convincing sampling cam- 
paign. The idea was to go right 
in the homes of the consumers 
and demonstrate by chemical tests 
how its baking powder was by far 
superior to all others. This ad- 
vertiser had a rather pathetic ex- 
perience. Unfortunately the chem- 
ical test which was made filled 
the house with fumes that con- 
vinced the consumer not that she 
could bake delicious biscuits only 
with that brand, but that she 
didn’t want it at any price; and 
established a terrific prejudice 
against it because the fumes 
smelled like ammonia and _ sug- 
gested a stable. Before this mis- 
guided baking powder advertiser 
got through with its sampling 
campaign, it had on hand an 


indignant movement among con- 
sumers to compel it to quit using 
ammonia. Thus did an ambitious 
sampling campaign turn around 
and slap the advertiser in the face 
with mournful ingratitude. 

The recent gigantic sampling 
campaign of the Van Camp Pack- 
ing Company has provoked a lot 
of comment from advertisers, both 
favorable and unfavorable. The 
Van Camp people have for some 
time been conducting an enor- 
mous sampling campaign to in- 
troduce its Evaporated Milk. After 
distributing very large quantities 
in Pennsylvania and other points, 
it instituted its largest battery of 
sampling in New York State. 

On January 3ist, in the New 
York Sunday papers, over three 
million coupons were printed in 
the New York ‘Herald, American, 
Sun, Times, Tribune, World, 
Press, as well as the Revue, Mor- 
gen Journal, Staats-Zeitung, 
Brooklyn Eagle, Newark Sunday 
Call, New Haven Register and 
Union, Rochester Democrat and 
Chronicle and Syracuse Herald. 

This sampling campaign was 
perhaps the most unconditional 
and open-handed ever attempted 
by an advertiser. A_ full-sized 
can of milk was actually given 
away, without any string or ques- 
tion, to every one, at any grocery 
store, who presented one of the 
coupons. The Van Camp Con- 
pany paid, so it claimed in its ads, 
10 cents in cash to grocers for 
every coupon redeemed. The ads, 
while making no stipulation to that 
effect, said that each coupon was 
good for a family, but the utmost 
freedom from any rule was ob- 
served, with two notable results. 
In the first place, as some adver- 
tising men see it, the absolutely 


unrestricted and generous sam- 
pling campaign made a__ far 
stronger impression upon con- 


sumers than any more carefully 
restricted campaign could possibly 
have accomplished. On the other 
hand, however, a majority of ad- 
vertising. men and others seem to 
regard the campaign as_ enor- 
mously extravagant and unwise. 
It is said that one woman got I4I 
cans, and also that some enter- 
prising hotels collected the cou- 
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Speaking of Clean Papers 


A well-known advertising man, in a recent issue of Agricul- 
tural Advertising, writing about medical advertising and 
guarantees as applied to farm papers, made this statement: 
“If | were asked to name some of the agricultural papers in 
the country whose columns today are closed and locked 
against this nostrum advertising—patent medicine—I think | 
could count them on one hand, and should class them about 
as follows: American Agriculturist, Orange Judd Farmer, 
New England Homestead, Farm Journal, Farm and Home.” 


So far as we have been able to discover, Orange Judd Trio 
—which consists of Orange Judd Farmer, American Agri- 
culturist and New England Homestead—are the only weekly 
agricultural: papers that positively refuse medical advertising. 
The other two papers referred to above are a monthly and 
semi-monthly. 


The 
ORANGE JUDD 
TRIO 


Has a remarkably strong hold upon the up-to-date farmers 
comprising its 250,000 guaranteed weekly circulation. 


The elimination of medical advertising, a brilliant corps of 
editors and contributors, its salaried outside correspondents, 
its corps af over 10,000 crop reporters, and its ironclad guar- 
antee—these are some of the reasons. 


We know. we can interest you in what these agricultural 
papers have done for others and what they may do for you, 
and gladly await the chance to present our proposition. 


ORANGE JUDD COMPANY 


Western Office: Headquarters: Eastern Office : 
1448 Marquette Building 439-441 Lafayette Street = 1-57 West Worthington St. 
Chicago, Ill. New York Springfield, Mass. 
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pons from their. guests’ Sunday 
newspapers ard laid in‘a stock of 
milk which will save them a pretty 
penny for a long time ahead. 

It is pointed out, however, that 
this campaign had another strik- 
ing effect in putting Van Camp’s 
Milk on the shelves of a tremen- 
dcous number of dealers who had 
not heretofore handled it. The 
absolutely generous and unre- 
stricted redemption of coupons, at 
the full retail price of the~ can, 
was. somewhat unprecedented in 
sampling history and impressed 
grocers extremely favorably. 

However this may be, the cam- 
paign undoubtedly cost, together 
with the large newspaper space 
used, a huge sum of money, and 
will remain one’ of the biggest 
sampling campaigns ever _ at- 
tempted. 

Other national advertisers are 
pursuing somewhat more uniform 
and regular sampling methods. 
Perhaps the most persistent and 
enormous sampler among the na- 
tional advertisers is Old Dutch 
Cleanser. This product has been 
sampled among perhaps three- 
fourths of the country’s popula- 
tion at least twice. In other 
words, most families in this coun- 
try have received a full-sized 
package of Old Dutch Cleanser 
about twice. The Cudahy Pack- 
ing Company believes that for its 
particular product it pays very 
well to sample persistently. Few 
housewives, after being introduced 
to Old Dutch Cleanser, are likely 
to desert it, and this sampling, 
coupled with strong magazine and 
newspaper advertising, has been 
responsible. for the remarkable 
vogue it enjoys. 

The Ivory Soap people are per- 
sistent and continuous samplers 
and have a large force steadily at 
work. throughout the country giv- 
ing away whole cakes’ of soap. 
This not only applies to Ivory 
Soap, but to their other soap, 
rather eclipsed by Ivory, called 
Gold Soap, a yellow washing bar 
which is steadily making a market 
for itself. The sampling cam- 
paign for the latter soap is done 
with remarkable thoroughness, Noz 
only is a ‘caké of the soap dis- 
tributed personally to housewives 
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but a really thorough booklet js 
given also in which thé most com- 
plete and reliable information 
about washing various things and 
taking out the various kinds of 
stains is givenin very handy form, 

Many - advertisers still use the 
rather discredited and _ insufficient 
method of sampling in depart- 
ment stores.. This is a ‘rather 
costly method, and pays only 
when well supplemented . with 
newspaper or magazine advertis- 
ing. However, a great many con- 
cerns seem to rely almost entirely 
on what ‘gratuitous advertising, in 





Over 3,000,000 Free Milk Coupons 
Will Appear in These Papers 
Next Sunday 





Te Al Grooms 





the regular store ads,. can be 
given. As a’rule these distribut- 
ing and: sampling booths cost 
more than they are worth, accord; 
ing to the opinion of many’ adver- 
tising men. .The women who <are 
the most likely customers are not 
in the habit of sampling in large 
department stores and ‘classing 
themselves with the free lunch 
grafters. 

Another large phase of sampling 
is the method of sampling by mail. 
Another whole set of new dif- 
ficulties. is’ encountered in this 
method. Individual conditions 
many times make adyisable: such 
a‘ campaign, but the most’ stub- 
born obstacle is postage. Many 
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concerns constantly fly in the face 
of human nature by asking the 
consumer to forward enough post- 
age to cover the cost of a sample, 
in addition to the regular price. 
This is straining the power of ad- 
vertising entirely too hard. No 
consumer wants to take the trou- 
ble to be interested and convinced 
when it is going to cost him not 
only the retail price but postage, 
in order to see what the product 
is like. 

For instance, the Carbona Un- 
burnable Cleaning Fluid makers 
actually say in their magazine ad- 
vertising, “Send 25 cents to De- 
partment 54 for a 15-cent bottle 
of Carbona—the extra 10 cents is 
for postage and packing.” This 
mistake, to a lesser degree, is 
made by a large number of adver- 
tisers and contrasts very remark- 
ably with the Old Dutch Cleanser 
magazine advertising which says, 
“If your grocer doesn’t keep it, 
send his name and 10 cents in 
stamps and we will gladly pay 22 
cents postage to send you a full- 
sized can.” 

One of the largest sampling 
campaigns attempted by a _ na- 
tional advertiser was that done 
several years ago by the Golden 
Rule Hair Restorer which defin- 
itely appropriated ten thousand 
dollars to distribute sample bot- 
tles. This campaign resulted in a 
large amount of business. 

The Colgate sampling campaign 
last year was very successful and 
unique. Cascarets are now being 
sampled in New York. 





GOED fingers, rough usage or or- 
dinary wear won’t fray nor injure 

the celluloid tip—makes index guide 

cards outlast two of ordinary kind. 


CELLULOID TIP 
GUIDE CARDS 


have a one-piece celluloid tip folding 
over top of card—where the wear 
comes Will not crack, fray nor cur 
up. Tip doesn’t show wear and pro- 
longs life of card. 

Ask your dealer for one piece 

tip or write direct for samples. 

STANDARD INDEX CARD Co., 








701-7098 Arch Street, Philadelphia, Pa. 








MORE HOUSE ORGANS. 


Futter & SmirTH, 
Advertising. 
CLEvELAND, O., Jan. 19, 1900. 
Editor of Printers’ INK: 

Not because we consider it an espe- 
cially worthy production but simply to 
make your list of house organs more 
complete, we are sending you under 
separate cover copies of the December 
and January issues of True Temper, 
edited and published by us monthly, for 
The American Fork & Hoe Company, 
of Cleveland. 

Our Mr. Smith is father of the house 
organs published by The Sherwin-Wil- 
liams Company and was interested in 
the game when you could count the num- 
ber of creditable publications on two 
hands. He remembers with interest the 
effort that was made in New York some 
eight years ago to establish an associa- 
tion under the very cumbersome name of 
“The Associated Editors of Commercial 
Periodicals.” It was the purpose of this 
organization to encourage the use of 
house organs by advertisers. The asso- 
ciation was short lived but the house 
organ seems to have been able to push 
itself in the game, and the writer has 
been very much interested in your two 
articles and the very long list of pub- 
lications you have printed. 

Harry Dwicut SmirH. 
eS 9° RS ae 

The Lewis Publishing Co., St. Louis, 
celebrated a housewarming for its new 
building on February 23. 
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The Griddle 


“ There's nothing like a hot griddle for bringing out the true 
flavor of good meat.’’—Lucullus. 


By Leroy Fairman 














In the year 2843 B.C., one Abou 
el Gazooks had an idea. He was 
a far-sighted and alert individual ; 
he could discern anything resem- 
bling work at a greater distance 
than any man of his time, and 
showed a greater degree of agility 
in side-stepping it. But he event- 
ually arrived at his destination, as 
this veracious narrative shall dis- 
close. 

The currency of his country 
consisted of a rare variety of 
fluted pink shells. The usual 
method of accumulating these was 
by labor, which did not suit Abou 
at all. So he thought the situa- 
tion over at great length, and the 
result of his cogitations was the 
above-mentioned and_ below-de- 
scribed idea. 

One fine day Abou el Gazooks 
hired a commodious cave, cen- 
trally located, and on the sunny 
side of the way. In the midst of 
it he erected a massive wall, with 
one door, and a small window at 
just the height of his head. At 
the outer entrance he set a heavy 
stone to prevent the entrance of 
persons of evil intent, and he also 
established a perpetual guard, 
night and day, in shifts of two 
hours on and twenty-two off, the 
twelve wives of Abou serving in 
that capacity with the aid of a 
lusty spiked club and a disagree- 
able disposition. And over the 
door he hewed this sign in the 
rock : 


FIRST NATIONAL BANK 
OF BAMBOOZUM 


Then Abou caused to be circu- 
lated the information that his fel- 
low citizens were graciously to be 
permitted to deposit with him for 
safe keeping their pink shell cur- 
rency, to be withdrawn at their 
pleasure, and that for every 100 
shells left in his custody for the 
space of one year he would return 





104. At this the people marveled 
greatly at his public spirit and 
brought in their pink shells by the 
bushel. And Abou el Gazooks 
took the shells of his neighbors 
and traded in ivory and silks with 
the merchants in the seacoast 
cities, and made a fat hundred 
per cent. on his operations. 

He cultivated an air of great 
wisdom and tremendous import- 
ance. His chest swelled to such 
an extent that he frequently burst 
the leather thongs of his camel- 
skin vest. When he went down 
to the corner to get his morning 
hookah of reddi, the favorite 
drink of that country, he crowded 
women and children off the side- 
walk, and when the people came 
to the bank to withdraw a few of 
the pink shells which, you will 
observe, were their own personal 
property, he barked savagely and 
tried to reach through his hole in 
the wall and bite them. 

Thus he came to be regarded 
as a truly great man, and was 
consulted by the solid citizens of 
the community upon all sorts of 
matters concerning which he 
knew absolutely nothing, but upon 
which he did not hesitate to give 
authoritative advice. 

Abou el Gazooks was the legiti- 
mate ancestor of all bankers. The 
business today runs in practically 
the same grooves in which ! 
first set it moving, and fequires 
about the same transcendent abil- 
ity to conduct it. Abou is, in fact, 
entitled to more credit than his 
successors, for he invented the 
scheme, and the fact that he went 
the limit is proved by the ancient 
records, which show that he event- 
ually accumulated a cashier who 
received but one shell per week 
for his services, and who, exas- 
perated beyond his strength by 
overwork and underpay, ran away 
with two camel loads of pink shells 
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and three of Abou’s most satis- 
factory wives. 

To-day, in place of the rough 
cave in the face of a cliff, we have 
the imposing structure of marble 
and granite. The rude partition 
of stone is supplanted by onyx 
and bronze. Burly and_ surly 
guards in gray uniforms take the 
place of the wives of Abou. The 
growling and snapping is done be- 
hind ornate grilled windows by 
well-dressed young men. Abou is 
represented by a personage with 
a red face, flowing mudguards and 
wondrously immaculate linen. But 
the basic principles of the business 
remain the same, and the banker 
is as strongly intrenched as ever 
in his position of ponderous supe- 
ricrity and the pretence of almost 
supernatural wisdom. 

Because of this attitude on the 
part of the bank, and because the 
public unquestioningly falls for it, 
the bank and its young but husky 
brother, the trust company, get 


away safely with more foolish ad- 
vertising than any other business 
or profession. Childish advertising 


stunts that would meet with hoots 
of derision if a grocer or a tailor 
were responsible for them, are re- 
garded with respectful solemnity 
if perpetrated by a bank or a trust 
company. Abou el Gazooks build- 
ed better than he knew. 

If there be those who are in- 
clined to maintain that this ar- 
raignment is too severe, they 
should study the full-page out- 
burst of the Carnegie Trust Com- 
pany which appeared in the New 
York World, and perhaps else- 
where, on Sunday, February 14. 

Thinly disguised as a “feature” 
story, this remarkable page ex- 
ploited the fact that Mr. Charles 
C. Dickinson, president of the Car- 
negie Trust Company, sent a thou- 
sand dollars to the King of Italy 
for the aid of the earthquake suf- 
ferers. 

As proof positive that this mo- 
mentous incident really occurred, 
we are permitted to feast our de- 


lighted eyes on reproductions of - 


Mr. Dickinson’s check, tke cable- 
gram of transmission, and the 
usual letters of acknowledgment 
through regular diplomatic chan- 
nels. Thus are the vital records 


of a great international event sol- 
emnly perpetuated. 

The illustration on this remark- 
able page shows the King of Italy, 
seated among the smoking ruins of 
Messina, holding the cablegram 
in his hand and dictating to an 
aide a heartfelt message of gratu- 
latory appreciation. Eloquence is 
in his gesture and enthusiasm in 
his pose. 

The text beneath the picture, 
under the guise of atribute to the 
Italian King’s genius as an organ- 
izer and phenomenal grasp of de- 
tails, seeks to create the impression 
that the polite and grateful, though 
of course necessarily perfunctory, 
acknowledgment of the Carnegie 
Trust’s thousand was _ prepared 
under the personal direction of 
the King. 

And this, mind you, is supposed 
to be advertising. 

Considered as an investment in 
publicity, it is interesting to note 
that, including incidentals, it prob- 
ably cost more than the amount of 
the contribution to the earthquake 
sufferers and possesses not one 
iota of advertising value. 

Considered as an exhibition of 
smug complacency and _ colossal 
effrontery—well, can you beat it? 

Rise, gentlemen, and drink a 
silent toast to the memory of 
Abou el Gazooks! 

* * * 

Every once in a while somebody 
says that there’s nothing new in 
advertising. Maybe it’s true now, 
but it was never true before. 
Something absolutely new has re- 
cently been done, and we must all 
take our hats off to the Tissue 
Company, of Cleveland, Ohio. 
They are the people who did it. 

A neat but not gaudy folder 
tells all about it. Inside this 
folder is an example of the way 
the thing works. The story is 
printed on thin, brownish paper-- 
a long strip, perforated at six- 
inch intervals, so that you can tear 
off as much as you want for peru- 
sal, or any other purpose. The 
advertiser is earnestly urged to 
buy space, and the Tissue Com- 
pany agrees to attend to ample 
distribution in places where it will 
do the most good. 

“In order to attract attention,” 





26 PRINTERS’ 


says the Tissue Company, “it is 
necessary to get away from the 
beaten track,” and it may have 
made good in that respect, and 
may not, according to the way you 
look at it. Tremendous circula-- 
tion is offered, together with the 
assurance that all ads will be 
read, and all readers be in “a re- 
ceptive attitude,” which doesn’t 
sound quite right, someway. 

The Tissue Company seems to 
feel sure of a big success from 
the very start. Whatever the out- 
come, it seems as if advertisers of 
a certain proprietary class would 
regard the scheme as particularly 
appropriate to their requirements. 
Better not carry it too far, though. 
Temporary office absenteeism is 
bad enough now—think what it 
would be with the lure of fash- 
ion notes and the thrilling history 
of Wall-Eyed Walter, the Wizard 
Wiretapper, in installments. 

One statement made by the Tis- 
sue Company is not open to dis- 
pute. It is this: “Our claim being 


that we can reach all the people.” 
Xk 


Blessings on oe stelle who 
lightens and brightens the dreary 
pages of the advertising sections 
by sparkling wit and _ inspiring 
verse. For example, here come 
Waldeyer & Betts, makers of hair 
powder at 170 Fifth avenue, New 
York, with a magazine ad over 
half of the space in which is de- 
voted to this little sparkler: 
“Here’s to the maid of bashful sixteen, 
Here’s to the widow of fifty, 
Here’s to the flaunting, 

queen, 

And _here’s to the 
thrifty.” 

The beauty of this sort of thing 
is that, with the exercise of a lit- 
tle ingenuity, you can keep it up 
indefinitely. Take this one home 
with you: 

Here’s to the man with a boil on his 
nose, 
Here’s to the spendthrift and miser, 
Here’s to the lady with holes in her hose, 
And here’s to the fool advertiser. 
—_ + o+ ___ 


THE SPHINX CLUB “LADIES’ 
NIGHT.” 


extravagant 


housewife that’s 


The Sphinx Club gave its 99th dinner 
at the Waldorf, February 23d. As 
this was “‘Ladies’ night’? for the Club, 
the Astor gallery, in which the banquet 
was given, was well filled. 

The entertainment committee had a 
number of surprises for the members 
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of the club in the way of musical treat, 
and the soloists and quartet were ex- 
ceedingly good, and the orchestra was 
one hd the best that ever appeared in 
the Waldorf. 

Prod of the members after the dinner 
asserted that the evening had been the 
most enjoyable of any of the club din- 
ners they had attended, and the ladies 
were so enthusiastic that they pleaded 
with the president, Mr. Brill, to have 
at least two ladies’ nights during each 
season, which Mr. Brill cleverly side- 
stepped by granting them their request, 
but announced that their place instead 
of being at the tables would be in the 
boxes in the grand ball room at the 
next dinner, which will be the 100th 
dinner given by the club, and will take 
place March 16th. 








AMERICAN MEDICAL DIRECTORY 
ECOND EDITION—1909. 
Che oficial register of legally quaili- 
fied Physicians, Medical olleges, 
Hospitals, Sanatoria, Health Resorts 
and Membership roster of County, 
State and National Societies, etc. 
or descriptive circular. 
AMERICAN MEDICAL ASS’N 
103 Dearborn Ave., Chicago, ti, 


9,059-Word 
Business Book Free 


Simply send us a postal and ask 
for our free illustrated 9,059-word 
Business Booklet which tells how 
priceless business experience, 
squeeze from the lives of rr2 big, 
broad, brainy business men may be 
made yours—yours to boost your sal- 
ary, to increase your profits, This 
free booklet deals with 
~ How to manage a business 

— How to sell goods 

— How to get money by mail 
— How to buy at rock-bottom 
— How tocollect money 
- How to stop cost leaks 
— How to train and handle men 
—How to get and huld a position 
—How to advertise a business 
—How to devise office methods 

Sending for this free book hinds you to 
nothing, involves you in no obligation, yet 
it may be the means of starting you on a 
broader career. Surely you will not deny 
vourself this privilege, when it involves only 
the risk of a postal—a penny! Simply say 
“Send on vour 9.0S0-word Booklet.” Send to 


SYSTEM. neopt. 188-4. 151-153 Wabash Ave.. Chicago 























THE LEADING THEATRICAL WEEKLY 


ARIETY 


The only theatrical paper reaching the 
desirable class of readers. 
Publication Office: KNICKERBOCKER 
THEATRE BUILDING, New York City 
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The Ladies’ World 











In the In the 
Hovusehold| | Fashion 
Realm Field 


An Alliance that 


Half a Million will add another 
Copies Half Million 


Copies 





To Women Interested — th 
: . y Affiliation with a 
in the Art of Good Setaale of 

Home-making Representative Stores 

















May Issue, which begins to illus- 
trate the Peerless Patterns, closes 
March 12th—the “Get Together 
Number.” Big results assured— 


$2.00 rate still in force. 








S.H. MOORE CO., Publishers, NewYork 
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CO-OPERATIVE RETAILERS. 


MANY STORES BUYING AND SELLING 
ON A CO-OPERATIVE BASIS—OVER A 
BILLION IN SALES. 

By Lester A. Brady. 

It will come as a big surprise to 
many advertisers that there are in 
the United States a large number 
of co-operative retail buying en- 
terprises. 

Many have, of course, heard of 
the Cash Buyers’ Union, of Chi- 
cago, which failed some years ago, 
and which operated on a_ very 
large scale through advertising. 
But it is not generally known that 
there is a rapidly growing move- 
ment, mostly in the West, toward 
the co-operative buying scheme. 
For years there has been a re- 
peated experimenting along this 
line, with many failures, but there 
seems to be a solid foundation 
found now, which keeps them go- 
ing and with increasing progress. 

The last Government investiga- 
tion of these co-operative busi- 
nesses showed that 343 co-opera- 
tive stores existed; 165 reported 
a capitalization of $4,008,932.74, an 
average stock capitalization of 
$24,842.01; 163 stores reported 36,- 
286 members, or an average of 
222; 130 stores had sales aggre- 
gating $9,856,637.82, with expenses 
amounting to $1,179,965.390. The 
average rates of expense of sales 
was 12 per cent. 

Dividends declared upon capital 
stock in 102 stores averaged 9 per 
cent. 

The scheme on which these 
stores are run is, of course, that 
of first organizing a company with 
stockholder members (or else 
naming it merely a “society”), and 
then selling purchases for whole- 
sale prices, the difference between 
which and the regular retail prices 
are divided up as dividends or pro 
rata. 

Ira B. Cross, of the University 
of Wisconsin, has compiled con- 
siderable up-to-date information 
on the subject. His inquiry found 
that the majority of the stores are 
patronized to the greatest extent 
by the farmers. Out of 124 stores 
reporting upon the question re- 
garding whether the majority of 
their customers came from the city 


or the country, seventy of them 
answered from the latter, thirty- 
nine from the city, while fifteen 
stated that their custom was about 
equally divided between city and 
country. 

The largest number of estab- 
lishments deal in general mer- 
chandise and groceries, although 
we find one or two butcher shops 
and several student supply stores, 

Nearly all of the associations 
were begun upon a co-operative 
basis, very few of the stores hav- 
ing originally been _ privately 
owned, 

Several of the societies have 
branch stores located in the same 
or nearby counties. The most im- 
portant of these is the Johnson 
County Co-operative Association 
of Olathe, Kan., which has branch 
stores at Gardner, Edgerton, Stan- 
ley and Prairie Center. This so- 
ciety was begun in 1876 by the 
Patrons of Husbandry, and _ has 
been very successful throughout 
its entire career. It has_ thirty 
branches in Kansas, with a com- 
bined capital of $351,200; 4.404 
stockholders, and yearly sales 
amounting to $690,081.20. 

These are the other co-operative 
concerns in the country, with 
their branches: 

California Co-Operative Meat Co., 
Oakland, Cal., branch stores in Oakland, 
and one in West Berkeley. P 

Modoc County Co-Operative Associa: 
tion, Alturas, Cal.; Canby, Cal. 

Tulare Rochdale Co., Tulare, Cal.; 
Pixley, Cal. ; 

Farmers’ Incorporated Co-Operative 
Society, Rockwell, Ia.; Cameron, Ta. 

Iowa Rochdale Co-Operative Associa- 
tion, Albia, Iowa; Bussey, Iowa. 

Scandia Trading Co., Marathon, Iowa; 
Albert City, Kan. ; 

Johnson County Co-Operative Associa- 
tion, Olathe, Kan.; Stanley, Kan.; Ed: 
gerton, Kan.; Gardner, Kan.; Prairie 
Center, Kan. 

Decatur County Co-Operative Asso- 
ciation, Oberlin, Kan.; two branches in 
same county. 

Arlington 
Lawrence, 
same city. : 

Jackson County Co-Operative Associa- 
tion, Jackson, Mich.; Napoleon, Mich. 

Eaton County Co-Operative Associa- 
tion, Eaton Rapids, Mich. : Brookfield, 
Mich 

Laborers’ Commercial Co., 
Mich.; South Range, Mich. 

Zion’s Co-Operative Merc. Instittion. 
Salt Lake City, Utah; Ogden, Utah; 
Provo, Utah; Idaho Falls, Idah 


Co-Operative Association, 
Mass.; five branches in the 


Hancock, 


aho. 
Scandinavian Co-Operative Merc. Co., 
Two Harbors, Minn.; one in same city. 
Polk County Co-Operative Co., Ly- 
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“Madam, there is no 
second” 


Like the famous first winner of the “America’s Cup,” the 
Wisconsin Agriculturist is first in its field: first by so large a 
margin that a query as to what is second must receive the same 
reply given Queen Victoria—that “there is no second.” We cover 
the State like one of our own blizzards. Out of the total 1,241 
post-offices in the State the Wisconsin Agriculturist goes to 1,191. 

We reach the best third of the best buying half of the State’s 
population — one-sixth of all its homes. Our people are progressive 
farmers; men who by studying the conditions they have to meet 
have more than doubled their income in the past 10 years. 


The Wisconsin Agriculturist 
Goes to 60,000 Buyers 


It is read from cover to cover: read not as you read your 
magazine, for amusement, but as you read your technical paper, 
for the money-making information it contains. 

“Price per thousand” is not the only test of advertising you 
know: the other equally important factors are confidence, careful 
reading and responsiveness. And these combine in the Wisconsin 
Agriculturist circulation to make the 60,000 pull like twice that num- 
ber. 

Our people believe in us because we protect them: they know 
when they deal with a Wisconsin Agriculturist advertiser they are 
sure of a square deal. And continued prosperity has created in them 
new desires which your competitor is not as yet catering to. It assures 
exceptional response to intelligent advertising. 

If you have never known what it means to be first in a new 
responsive receptive field, come out here in Wisconsin and 


TRY IT 


Keep up the fight in the cities against all sorts of competition 
for a bare foothold, but set aside just a few hundred dollars to 
interest people who want your goods and whom your competitor 
has overlooked. 

For one year try the non-competitive field and then check up and 
we will warrant you will be surprised at how little energy it takes to 
work along the lines of least resistance. May we show you what re- 
sults other advertisers are getting from the Wisconsin Agriculturist 
and from how small a percentage of their appropriation? 


THE WISCONSIN AGRICULTURIST 
ARTHUR SIMONSON, Publisher 
Racine, Wisconsin 




























































Geo. W. Herbert, Wallace C. Richardson, Inc., 
Special Representative. Eastern Representatives, 
First National Bank Bidg., Chicago. Temple Court, New York City 
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kens, Wis.; Range, Wis.; Centuria, Wis. 
Pierce County Co-Operative Co., Ells- 
worth, Wis.; Ono, Wis.; Martel, Wis. 
Manitowoc County Co-Operative Asso- 
ciation, Manitowoc, Wis.; Timothy, Wis. 
Farmers’ Store Co. Bloomer, Wis. ; 
New Auburn, Wis.; Sand Creek, Wis. 


Mr. Cross notes that the estab- 
lishment of these societies is 
spreading over the country until 
at the present time there are but 
few States in which it is known 
that no co-operative store exists. 
We see the organization of cen- 
tral societies, wholesale houses, 
National associations, and leagues 
for the purpose of spreading co- 
operative doctrines and for the 
establishment of co-operative in- 
stitutions. Never before was the 
co-operative movement so strong. 
Never did it give such considerable 
promise of maturing into greater 
and greater proportions, of bring- 
ing more people into its fold. 

What the future of this selling 
method will be one cannot tell. 
Only years will reveal the outcome 
of present day tendencies. 


So 
HOW THEY LIKE IT. 


S1tt Stove Works. 
Rocuester, N. Y., Jan. 28, 1909. 
Editor of Printers’ INK: 

We are much impressed with the value 
of your publication. We enclose order 
and remittance for subscriptions for our 
Sales Manager and our New England 
Manager. e believe that when they 
have read the paper for six months 
they will want us to renew the sub- 
scription. 

If possible we would like their sub- 
scriptions to begin with the issue of 
January 20, which contains the annual 
review and forecast. 

Situ Stove Works. 


+0 
A RAP FOR PRESS AGENTS. 


JACKSONVILLE, Fia., Feb. 18, 1909. 
Editor of Printers’ INK: 

I have just read your editorial on 
the Passing of the Press Agent with no 
little interest. This paper has been on 
the alert for years past along this line. 
I might say that wagon loads of this 
stuff which have been received from 
reputable advereising agents have found 
a resting place in our waste baskets. 
It most assuredly is a good piece of 
news to learn of the success you have 
met in your fight against such a per- 
nicious practice. If the newspapers 
would show more stamina in such mat- 
ters and treat them as we have done, 
the death knell of the “Press Agent’”’ 
would have been sounded long, long 
ago. 

Yours very sincerely, 
F. W. R. Hinman, 
Acting Business Manager. 














The 
Halifax 
Herald 


and 


i The 
Mal” 
ail 

The only papers in 
Nova Scotia that pub- 
lish sworn details of 
circulation. 

The only “flat rate” 
papers in Eastern 
Canada. 

“The same rate for 
the same service to 
everyone.” 

You can cover Nova 
Scotia by using THE 


HERALD AND THE 
Mal. 


WILLIAM DENNIS 


Managing Director 











Bere a crrear cnincanare mene 
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The Globe. 


(TORONTO) 


The Front Door of 
Canada 


You enter an office through the front door, where every 
eye can see you, when you want to do business. That is the 
way to reach the right people. 

Through THE GLOBE you can reach, not only the great 
buying public, but the merchants and dealers throughout the 
Dominion. Its circulation has, to an altogether unusual degree, 
both quantity and quality. 

THE GLOBE is the only paper in Toronto or Montreal 
that has been awarded the Gold Marks and a place in the 
“Roll of Honor” in Geo. P. Rowell’s Advertising Directory. 

Through THE GLOBE you can reach every province of 
Canada—the most rapidly developing country in the world. 

At present Canada is buying annually almost $200,000,000 
worth from the United States—mostly in manufactured goods. 
Are your goods sold in Canada? 

For 65 years THE GLOBE has been eit recognized 
as Canada’s National Newspaper. It is, above all, a family 
paper—the kind whose advertising columns are studied by 
all the members of the family. 

Through THE GLOBE you can most effectively reach the 
Canadian people who need your goods and whose trade would 
be profitable to you. 


Advertising rates on application to 


THE GLOBE, Toronto, Canada 


OR TO 


VERREE & CONKLIN VERREE & CONKLIN 
Brunswick Building, New York Boyce Building, Chicago, Il. 
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, “HE purpose of this adver. 
Follow -_ tisement is to attract the at- 
tention of American adver- 

r \ tisers whose goods are on sale in 
he Canada, but who do not back up 

the sales with an advertising cam- 


paign in Canadian mediums, 
ah / e American advertisers who do not 


sell goods in Canada may also be 


— | 


Practically every well-known 
= meritorious article in the States has 
some sale and demand in Canada. Canadians are quick 
to adopt the best there is in demand in American 
homes, whether the article is a breakfast food, or 
shoes, clothing, toilet articles, etc. This is a situation 
that American advertisers should consider closely. 








3ecause of the close proximity, there exists on the 
other side of the border a natural market for the 
American manufacturer. The opportunity is here to 
further develop your sales to the Canadian people by 
means of a systematic campaign of advertising. 


Canada has no national magazines, so-called. 
American magazines have but a scattered circulation 
throughout the Dominion in proportion to the vast 
territory covered. To reach the Canadian buyer and 
the Canadian consumer, therefore, the advertiser must 
of necessity use leading Canadian newspapers. 


UNITED STATE 
DAN A. CARROLL, Tribune Building, New York 

















PRINTERS’ INK. 








tions in Can- 
ada were never 
more favorable for Star 
the introduction of 
new articles than CIRCULATION, 67,000 


now. With the co- 
operation of the Pro- 


i D 4 o 
"The Star, you Lhe Family Herald 
ill b iven assist- 
ane, at no cost to ©and Weekly Star 


you, relative to the 

appointment of prop- CIRCULATION, 140,000 
er agents and dis- 

tributors to handle 

the selling end of your goods in Canada. 


[tions The Montreal Daily 


Montreal is the metropolis of Canada; the New 
York of the Dominion. Start your campaign here 
with The Montreal Daily Star and try out this 


territory the first year. When the goods have 
a general distribution in the Dominion, extend the 
campaign to The Family Herald and Weekly Star, 
the weekly magazine-newspaper of Canada. 


Both of these mediums are well known to the old- 
school advertiser in this field, and represent the blazed 
trail for all American advertisers to follow in taking 
up the Canadian field. 


If interested in Canada you should know more about 
the Montreal Daily Star and the Family Herald and 
Weekly Star. Interesting statistics, data, etc., regard- 
ing the circulation and distribution of these papers 
furnished for the asking. 








PRESENTA TIVES 
W..Y. PERRY, First National Bank Building, Chicago 
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ABOUT CALENDAR MAKING. 





Brown & BiGELow. 
St. Paut, Feb. 13, 1909. 

Editor of Printers’ Inxs 

always enjoy reading Printers’ 
Ink, because there is lots of good stuff 
in it it, but recently I read an article 
which said that the sale season for 
calendars cannot be rushed; that a mer- 
chant won’t consider a calendar in 
spring or mid-summer, and practically 
all calendars are sold during the last 
ten weeks of the year. 

The facts are quite the opposite from 
this. Two-thirds of all the calendar 
business for 1910 will be in by July Ist. 
In January, 1908, our salesmen obtained 
practically one-fourth of our calendar 
business for the entire year, and this 
has been true during the last three 
years. Practically all the larger calen- 
‘dar orders are placed early in the sea- 
son, in order to obtain the benefit of 
an exclusive calendar subject, which 
otherwise might be sold to some com- 
petitor; in fact, the competition is be- 
coming very keen among purchasers to 
obtain first pick from the list of high 
art calendars. I might add that the 
salesmen from the largest calendar 
houses in the United States are in the 
field ready for 1910 business by De- 
cember 28th, and right now they are 
reaping their greatest harvest. 


E. N. Ferpon, 
Asst. Sales Manager. 
eis ree SORE ws 


MORE DEAD MAGAZINES. 





: Boston, Mass., Feb. 8, 1909. 
Editor of Printers’ Inx: 

Your article on bygone magazines 
was a gem. It was intensely: interest- 
ing to read so well told a story of the 
magazines which have been laid to 
rest, many in the Potter’s grave. 

But you didn’t get quite all of them. 
There was Gleason’s Pictorial, the very 
first illustrated magazine, which was 
very popular in its day, in the 40’s. 

Perhaps you didn’t know also that 
there existed so exalted and zsthetic a 
creature as The Blue Mule, published 
for a little while in California last year. 
It aspired, poor, dumb creature, to be 
a fiction magazine. I sent a story I 
had written to it, but the touching news 
came back on its blue stationery, “The 
Blue Mule has died.” I wondered why 
the words “please omit flowers’ was 
not also added, but I respected the 
taciturnity of its grief-stricken relatives. 
Here’s a forget-me-not for the Blue 
Mule’s grave. Cursed be he who dis- 
turbs his bones to make mule team 


borax. 
J. O. WisHerrt. 





The Washington (Pa.) Record has 
been purchased by W. J. Holsing, J. 
H. Vitchstam and others. It will be 
the aim to reach the mining community 
more numerously. 


W. F. Hamblin & Co. have made a 
change in the management of their 
Rochester office, G. B. Brewer suc- 
ceeding M. F. Foote. 


BINGHAMTON ADVERTISERS, 


The establishment of the Wylie B, 
Jones agency makes Binghamton one of 
four cities in the state where there is an 
agency recognized by the American 
Newspaper Publishers’ Association, the 
others being New York City, Rochester 
and Buffalo. 

No other city in New York, says Mr, 
Jones, is growing as rapidly as Bing. 
hamton, and it is an exceptional loca- 
tion for manufacturers. 

Among Binghamton general advertis- 
ing accounts are: Jones, of Bingham- 
ton; George L. Harding, W. H. Wil- 
cox Co., Lady Jane Grey School, Inter- 
national Time Recorder Co., the Howard 
Co.; in Elmira, D. S. Andrus Co.,, 
pianos; in Newark, C. H. Stuart & Co., 
Everett Manufacturing Co.; in Chicago, 
Stearns Electric Paste Co.; Buffalo, 
Othine Co.; in New York City, Malted 
Cereal Co.; in Burlington, Vt., Ely-o-la, 
1900 Washer, and others. 


——_—___ +o. —_ — 


ADVERTISED GOODS BULLETIN. 





E. C. Arxins & Company. 

INDIANAPOLIS, IND., Feb. 11, 1909. 
Editor of Printers’ INk: 

We want to tell you about a store 
bulletin of advertised goods, which we 
are now getting out, which we think 
will interest your organization. 

The bulletin is made in three sec- 
tions fastened together with hinges 
so that it may be easily transported, 
and when open stands about 4 feet high 
and 14 inches wide. 

On the top section we have printed 
“Bulletin of Advertised Goods for Sale 
Here. Atkins Silver Steel Saws are 
Advertised.” 

A ring is fastened to this section, 
enabling the bulletin to be easily hung 
from an ordinary nail in the store. 

The two lower sections are for past- 
ing advertisements clipped from maga- 
zines and newspapers of different ad- 
vertised goods that are being handled. 

The local dealer will thus he able to 
go through the magazines each week 
or month and clip those pertaining to 
the goods which he has for sale, and 
by pasting them on the bulletin board, 
thus associate his store forcibly in the 
minds of the readers of the advertise- 
ments. 

These bulletin boards are furnished 
by us free of charge to our customers 
and we are at present sending out a 
aaee number of them to a _ selected 
ist. 

Yours truly, 


H. ‘T. Bennam, 
Advertising Department. 


8 Op 


Johnson & Johnson, makers and ad- 
vertisers of Johnson’s shaving cream 
soap, are offering a $100 cash prize for 
a catch phrase. It is hoped to find 
a strong phrase of real advertising 
value by advertising to Printers’ Ink 
readers. 
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Are You Situated 
Like King Muinilek ? 


Once upon a time, in Babylonia, 
King Minilek found that his only 
son, whom he treasured above his 
kingdom, was not growing—was, 
indeed, withering away before his 
eyes. 

Minilek beat his breast in dis- 
may. Many physicians came. Each 
extolled the wonderful things they 
could do, if the King would pay 
much money for the particular 
herb they would give him. Mini- 
lek tried many herbs, and still the 
boy did not grow. 

Still more physicians came with 


still more herbs, and Minilek sud- 
denly rose in great anger and 
drove them all out of. the palace 
and out of his kingdom, “Let no 
more physicians with herbs to sell 
appear before me!” he cried; “I 
will seek me a physician who sells 
no herbs,” and he sought among 
them whose children had also 
been afflicted and had been cured. 
He came to a physician who gave 
him no herbs, but studied the boy 
many days and told the lad’s care- 
takers many things to do and the 
lad thrived and grew. 


If your business or your advertising is even 
slightly like Minilek’s boy; if it is growing 
fast but not fast enough—or not growing at 
all, I have much experience that is likely to 
help you. J do not sell anything but my judi- 
cial appraising services, on a purely professtonal 


basis. 


JAY WELLINGTON HULL 


Advertising Appraiser 


TRIBUNE BUILDING 


NEW YORK 
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If there is one 
Advertising place in the world 


in Canada where the old 
post-prandial sweetmeat, “blood is 
thicker than water,’ is in opera- 
tion, it is between Canada and this 
country. Not only do we speak 
one language and have a common 
parent, but our problems and in- 
terests are much the same. 

Small surprise should therefore 
be felt in reading in Printers’ INK 
this week the rather complete evi- 
dence of the growing unity of 
mind and_= standards of living 
which is occurring. The surest 
and most significant sign of uni- 
fication is in the purchases made 
by Canada. The things a nation 
buys are a pretty sure reflection 
of its temperament. The fact that 
Canada _ overwhelmingly selects 
American goods in preference to 
England’s shows how much closer 
Canada is to this country than to 
England, and should stir Ameri- 
can manufacturers to a_ realiza- 
tion of the market across the 
border. 

The surprising and_ significant 
thing is the undisputed fact that 
Canadians go to particular pains 
and expense in getting American 
goods, They travel all the way 
to New York to shop, or else they 
pay a stiff duty for a great deal 


of American goods botight in Can. 
ada. The strength of the Cana- 
dian market for American goods 
needs no better test than the shop. 
ping excursions to the U. S. 

The really tremendous progress 
now going on in the development 
of western Canada, in railway 
building and agriculture, is an in- 
dication of a Canada that is moy- 
ing forward to big things, and 
which will provide the desired 
extension of market ‘for U. S, 
manufacturers, now that produc- 
tion is outgrowing home con- 
sumption. Canada is the easiest 
and surest field for trade exten- 
sion—and advertising is the eas- 
iest and surest means of securing 
introduction, creating demand, and 
obtaining distribution there. 

Almost every other foreign 
market but Canada requires spe- 
cial study, either of language or 
temperament, and much detail and 
bother, to say nothing of heavy 
transportation cost and long cred- 
its. But here is Canada, closer 
to us than many of our own 
states, growing more and more 
nearly like our own tempera- 
ment, practising our own business 
methods, reading our own maga- 
zines and advertising extensively, 
and actually not waiting for us to 
sell to her, but coming here to 
shop! Little wonder that a large 
and steadily increasing list of 
manufacturers are advertising for 
Canadian trade. If Canada is 
wise she will strongly encourage 
U. S. manufacturers to build fac- 
tories on her side of the border, 
and if American advertisers are 
wise they will get busy advertis- 
ing for trade in the successful 
American way. 








Street Car There was a time 

when street car 

Advertising advertising was 
classed carelessly with many out- 
door mediums of general publicity 
and regarded as simply another 
barn-side upon which to splash a 
few commonplaces and charge it 
to general hurrah cost. 

The application of some brains 
and energy has lifted street car 
advertising out of this undeserved 
rut and ranked it where it has al- 
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ways belonged—with the mediums 
which can convey sales-producing 
ideas and a chain of logic. 

The remarkable spread of the 
electric railway in city and suburb 
has had its influence, and the mod- 
ern tendency to analyze advertising 
more than before has done its large 
part. As it is. to-day, the street car 
is one of the cheapest and strong- 
est mediums which advertisers 
have offered to them. Coupled 
with thoughtful copy-writing and 
business-like campaigning to se- 
cure the best merchandizing re- 
sult, street car cards are now able 
to demonstrate in plain black and 
white entries on the sales ledger 
that they can sell goods, and sell 
alone, if necessary. 

One great advance in the street 
car as a medium is the systematic 
organization of the country’s lines, 
and what is even more important, 
the handling of the business of 
street car advertising on a clean 
and open basis. It is now possible 
to buy street car space with the 
same assurance of getting what you 
pay for as when buying space in 
the best magazines. 

As a result a great many national 
advertisers are using street cars in 
a way they have never done before. 


There has been 

Sampling considerable ac- 
tivity in sampling recently. This 
branch of advertising is older than 
almost any form of advertising, 
and yet it seems that there are 
only a few advertisers who know 
how to get the most benefit from 
it. Many costly sampling cam- 
paigns have been made, and it is 
a. question whether half of them 
have paid. 

There are many elements that 
enter into a paying sampling cam- 
paign, and not all advertisers can 
afford to do it properly. As a 
tule, sampling on a large scale 
can be made to pay only by thor- 
oughly established concerns with 
a product of superior quality. 

There have been many critics 
of the immense sampling cam- 
paign by the Van Camps for their 
evaporated milk. Undoubtedly 
many people took undue advan- 
tage of the extremely liberal 
sampling, but whether or not this 
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made the sampling campaign less 
valuable is a question of adver- 
tising psychology. 

The late Ralph Tilton was one 
day accosted in his office by an 
excited official of the company 
whose advertising he was writing. 
“Great Jupiter!” exclaimed the 
advertiser, all worked up, “here 
is a terrible, humiliating error— 
our name plate is printed upside 
down! What will people think?” 

Tilton looked the error over 
with great coolness, and then 
brought his hand down on the 
table enthusiastically. “That's 
great!” he said, “that ad_ will 
make four times as much impres- 
sion because of that error. That’s 
the best ad we’ve ever printed!” 

There was actually something 
in Tilton’s clever appeasing of his 
excited client; and possibly (being 
prosperous enough to stand _ it) 
the Van Camps can easily afford 
the widespread grafting on their 
sampling campaign for the sake 
of its undoubted general advertis- 
ing value. 

But the example is a rather 
dangerous one to most other con- 
cerns, and sampling as an adver- 
tising method is a_ tremendous 
sink-hole unless carefully done. 





The letter repro- 
What Cannot duced herewith is 


Be Adver- of interest to all 
tised ? advertising men 
who are trying to 
develop and create new advertis- 
ers, as it brings up a point that al! 
solicitors are obliged at some time 
or another to answer. The letter 
follows: 


Sit, Stove Works. 
Rocuester, N. Y., Feb. 9, 1909. 
Editor of Printers’ INK: 

There is an important rule of adver- 
tising that has never been square’y faced 
or plainly stated in the Little School 
Master or any of the Printers’ INK 
Babies. 

This rule underlies all advertising 
plans and expenditures and_ explains 
why some products have to be adver- 
tised in one way and others in another. 

It explains, for instance, why Ivory 


~Soap (entirely apart from its intrinsic 


merit) is nationally advertised while 
Blank’s Equally Meritorious Article has 
to be content with local fame. 

It is a thing that every good solicitor 
and every good advertiser recognizes in 
at least some of its phases. RINTERS’ 
INK recognizes it in news articles chron- 








JIS 


icling methods of all kinds. But I have 
never seen it clearly stated why certain 
methods are all right for one kind of 
business and all wrong for another. 

I don’t mean superficially. I mean 
fundamentally. 

In other words, the ground rule has 
never been clearly stated so that people 
could understand it as a working prin- 
ciple and apply it in their thinking and 
planning. 

It might sound a bit revolutionary 
to an advertising enthusiast who never 
was a merchant. It might be somewhat 
of a shock to some people to learn why 
so many business men say, “But my 
business is different.’’ But Printers’ 
Ink would gain by admitting it frankly. 

Almost all matter in advertising jour- 
nals ignores or evades this fact. It 
mostly goes on the assumption that any 
manufacturer could be a national adver- 
tiser and do a national business if he 
only knew how or would take the adver- 
tising medicine that the medicineman 
has for him. 

You have broken far away from the 
days of indiscriminate boosting and are 
moving in the right direction all the 
time. But you still make some bad 
breaks. 

For instance: the other day an article 
stated that a certain manufacturer was 
able to sell his product cheaper to the 
public because he eliminated the middle- 
man. You said this just as a matter of 
course—as if it were a recognized prin- 
ciple in the commercial world. 

Now, really, you know that in most 
lines of basiness the cost of advertising 
necessary to sell direct to the consumer 
is greater than the cost of marketing 
through the dealer. 

Why not come out frankly with some 
of these commercig! truths? 

It would hurt Printers’ Ink? 

Maybe. But I don’t think so. 

It seems to me you could admit to 
the generality of manufacturers that 
they can’t become national advertisers, 
They know it anyhow, and then they'll 
see that you are impartial in your ad- 
vocacy of advertising and will respect 
much more what you tell them they can 
do by advertising, 

At any rate it is a suggestion that 
1 have had on my mind to make to you 
for some time. And now it’s off, 

Freperick WILL, Jr. 


Mr. Will asks for a “ground 
rule” in advertising and evidently 
desires Printers’ INK to clearly 
define those lines that can be suc- 
cessfully advertised and the lines 
that cannot be advertised. 

There is not and never has been 
a “ground rule” in advertising. 
The business or art or profession 
of advertising is one of the few 
businesses or professions, which- 
ever you choose to call it, that 
does not work on a rule. Prof. 
Scott has very carefully devel- 
oped his theory of advertising 
from years of research in psycho- 
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logical laboratories and is able to 
make certain general deductions, 
At the other end of the line, the 
smallest, most obscure merchant 
places his ad in his local news- 
paper or writes and distributes a 
circular and gets results. ‘his 
small, obscure merchant knows 
nothing of the psychology of ad- 
vertising but he knows human na- 
ture, and has noticed that people 
read the newspapers or will read 
his circular if he drops it at their 
door. 

Advertising is becoming more 
scientific and more is being 
learned about it each year. There 
are very few failures nowadays. 
The newspapers and magazines 
cover their field so thoroughly 
that they offer to the manufac- 
turer of a meritorious article a 
medium that, if used sanely, al- 
ways brings successful results. 

PRINTERS’ INK does not say that 
every manufactured article can be 
successfully advertised in publi- 
cations, or in the street cars or 
on the bill-boards, but there are 
so few articles that cannot be ad- 
vertised that their number is ex- 
tremely small in comparison. But 
the advertising will have to be 
made to fit the business it is in- 
tended for. 

Mr. Will can advertise his 
stoves profitably, but he must se- 
lect the territory in which he can 
meet competition. It is very un- 
likely that Mr. Will could adver- 
tise and sell his stoves in Califor- 
nia. The freight rates from 
Rochester would very likely more 
than exceed the profits on each 
stove sold, but there is no reason 
why Mr. Will should not adver- 
tise in the local mediums through- 
out the territory in which he can 
successfully ship his stoves. In 
New York State and New Eng- 
land the local newspapers, street 
cars and bill-boards are the me- 
diums that he can successfully em- 
ploy. 

Another stove company at Kal- 
amazoo, Mich., has advertised for 
a number of years, selling direct 
to the consumer by mail and ship- 
ping to all parts of the United 
States. Printers’ INK has no 
facts and figures about the Kala- 
mazoo campaign but apparently it 
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is successful, as the advertising in- 
creases from year to year. Un- 
doubtedly if the suggestion had 
been made, even a few years ago, 
to a stove manufacturer that his 
stoves be sold by mail direct to 
the consumer, the plan would have 


been considered impractical and 
visionary. 
PRINTERS INK believes that 


pretty nearly any article of merit 
can be successfully advertised and 
that the cost of the advertising 
will not eat up all of the manu- 
facturer’s profit, but will increase 
his sales to such a point and re- 
duce his selling expense to a fig- 
ure that will make his business 
even more profitable. 

Cement is now being advertised ; 
stecl for building construction is 
widely advertised; all kinds of 
machinery is. advertised, and all 
of these lines are advertised in 
mediums of general circulation. 
The manufacturer who has a small 
territory or who makes a staple 
article, where freight rates prevent 
his selling in extended territory, 
has just as great an opportunity 
fer advertising as the manufac- 
turer of a specialty sold nationally 
with a wide margin of profit. 

The fact that a manufacturer 
sells to dealers or other middle- 
men is not the slightest hindrance 
to an advertising campaign. Why 
hang all chances to increase busi- 
ness on what the already over- 
worked retailer can do to push the 
goods? Why not help the dealer 
by advertising so that the public 
will come to buy? 

This holds good of any article 
made for anything like general 
consumption, and leaves but few 
manufacturers who cannot adver- 
tise generally; and practically ail 
of them can profitably use some 
form of advertising. 

PrinTERS’ INK would like to hear 
of some lines of business in which 
advertising of some kind cannot 
be made a successful feature of 
the business. 





H. W. Kastor & Sons’ St. Louis office 
are conducting an experimental cam- 
paign for the mail order department of 
the Grand Leader Department Store, 
St. Louis. Mail order publications and 
weekly newspapers in the Central West 
are being used. 





The J. Walter Thompson Co. is send. 
ing out orders for the Fay Stocking 
Co., of Elyria, O., and have recently 
closed with this concern for a largely 
increased advertising campaign for the 
coming year. 

The J. Walter Thompson Co. is send- 
ing out orders for the K-W_ Ignition 
Co., of Cleveland, to automobile, motor 
boat and general mediums. 


The Guy'W. Eskridge Co., Richmond, 
Va., have closed a contract with the 
Virginia Distilling Corporation, 701 
East Cary St., Richmond, Va., for its 
advertising. Contracts are now goin 
forward to the Southern dailies an 
weeklies. The Goose Grease Liniment 
Company, Greensboro, N. C., has been 
secured as a client also, and copy and 
lists for their campaign, advertising 
Rice’s Goose Grease Liniment and 
Mother’s Joy Salve, are being prepared, 
The business will be placed throughout 
the South. 


The Aug. J. Bulte Milling Co., Kansas 
City, Mo., manufacturers of “Bulte’s 
Best” Flour, are sending out new series 
of copy to metropolitan dailies to apply 
on 14.000-line contracts made in the 
fall. The campaign is being extended 
to other cities and additional contracts 
are being taken out. L. Roy Curtiss 
Advertising Company, Kansas City, are 
handling the account. 


—_+o-—_—___— 
BEGAN AT THE AGE OF 11. 
Uncte Remus’ THe Home Macazine. 


Atianta, Ga., Jan. 26, 1909. 
Editor of Printers’ Inx: : 

Enclosed you will find $2.00 for which 
please send me Printers’ Inx. 

I want to say that at the age of 11 
while “office boying” for the Atlanta 
Constitution I was fortunate enough to 
get hold of a copy of Printers’ Inx, 
and I have missed reading very few 
issues since. I am confident that a 
week by week reading of it will enable 
one to obtain a most liberal education 
on the subject of advertising in its 
various forms. 

It always has and am sure it always 
will be of inestimable value to me. 
Good luck to the new management. 

Yours very truly, 
Rosert JOHNSTON, 
Asst. Advertising Manager. 
————+o+—___—_ 

The Jewish Quarterly Review, per- 
haps the foremost publication of its 
kind, will shortly move from London to 
Philadelphia. It will be edited by Dr. 
Cyrus Adler. 





The Brooklyn Eagle Almanac for 
1909 is out, and is, as usual, one o 
the very best compendiums of informa- 
tion published. . Six hundred pages full 
of data, particularly of interest to 
Greater New Yorkers, are published. 
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In Canada 


You can 
genuine buyer to the 
best advantage through 
the advertising pages of 


Che 
Canadian 
FMlagasine 


the Literary standard of 
the Dominion. Many 
large British and Uni- 
ted States 
use The Canadian Mag- 


reach the 


advertisers 


azine 
Canada. As an advertis- 
ing medium for high 
class goods it has no 
serious competitor in 
the Dominion. Ameri- 
cans wishing to adver- 
tise their goods in Can- 
ada can do so to greater 
advantage in The Cana- 


exclusively in 


dian Magazine than any 
other one publication in 
Canada. 


THE ONTARIO 
PUBLISHING CO. 


(Limited) 
Canada 


Toronto 
































HOW A TEXAS CHURCH AD. 
VERTISES. 


The most startling advance in the de. 
velopment of church advertising was 
made by the First Methodist church 
in Fort Worth a short time ago when 
circulars were distributed and news- 
paper space used to advertise an offer 
of one dollar to any one who would 
go to sleep during a certain sermon, 
The sermon was to be the first of a 
series by the pastor, Rev. H. D. Knick- 
erbocker, on local and political subjects, 
and this unusual form of advertising 
was used to attract widespread atten- 
tion to the series. The circulars were 
distributed generally and posters were 
placed in show windows. A deacon of 
the church acting as press agent saw 
that the plan received the proper amount 
of publicity through the news columns 
of the local papers. 

The result of the campaign was so 
successful that every seat in the new 
$300,000 church building was filled and 
many were turned away. A similar 
announcement made the following Sun- 
day was equally sucessful in securing 
a large attendance. No one appeared 
to claim the dollar forfeit. 

While this advertising plan was being 
used to boost the attendance at the 
Methodist church, the Baptist churches 
in Fort Worth were using equally ad- 
vanced business methods to insure the 
success of a co-operative revival which 
was being participated in by all of the 
ten local churches. A_ well-known 
evangelist, who would have made a good 
sales manager if he had not gone into 
the ministry, was employed to direct 
the revival, and other preachers were 
engaged to appear at each of the ten 
churches. Before their arrival the city 
was divided into districts, one being 
assigned to each of the churches. In- 
dividual’ methods of advertising were 
used by the different churches, but most 
of them made a house to house canvass 
of their district, giving personal invi- 
tations to attend the meetings and cir- 
culars were distributed by all the 
churches. These circulars were different 
for each church, so that if any of the 
workers in their zeal went outside their 
assigned territory there would be no 
duplication of literature. Several of 
these circulars contained maps showing 
the car lines to be taken in order to 
reach the church they advertised. 

Press agents for each of the churches 
supplied Fort Worth papers’ with 
stories, cuts and photographs and helped 
to work up many interesting features 
during the progress of the meetings. 

Services were held twice daily at all 
the churches and each afternoon all 
efforts were concentrated on a big 
general meeting in the central part of 
the town. Following this meeting each 
day there was a conference of the large 
body of preachers and singers connected 
with the revival in which work for the 
oa | day was talked over and plans 
perfected, 

The co-operative revival resulted in 
a ie! large attendance at all meetings 
and the revivalists say it was in every 
way successful. 
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Canada--from Ocean to Ocean 


@ That’s the field covered by Maclean’s trade, 
technical and special publications. 


@ Our force. of over 200 circulation canvassers 
cover every center of population in Canada 
from the largest cities down to the cross- 
roads stores. At least twice in every year, 
every city, town, village and hamlet in Can- 
ada is thoroughly canvassed by our men. 


@. No other’ publishing house in Canada can 
claim such a large and efficient organization 
of circulation boosters. 


@ For manufacturers whose products go 
through regular trade channels our trade 
papers are splendid media. And for manu- 
facturers of Machine Tools, Power House 
Equipment, Plumbers’ Supplies, etc., our 
technical papers are the best media in 
Canada. 


Here’s the Maclean List: 


TRADE PAPERS 


The Canadian Grocer, Hardware & Metal, 
Dry Goods Review, Canadian Millinery Re- 
view, Bookseller & Stationer. 


TECHNICAL, PAPERS 


Canadian Machinery & Manufacturing News, 
The Power House, Plumber and Steamfitter, 
Printer and Publisher. 


SPECIAL The Financial Post, Busy Man’s Magazine. 














| Write us for sample copies and rates. 


THE 


Maclean Publishing Co. 


A Limited 
MONTREAL TORONTO WINNIPEG 


CANADA 


LONDON, ENGLAND NEW YORK AND CHICAGO 
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The “Worst Ad” Contest 


Printers’ Ink offers a cash prize for “ Worst Ad” examples 
which have appeared within 3 months. Send in examples, 
with a short letter telling why the ad is bad advertising 

















The Worst Ad Contest has 
proved so popular that Printers’ 
Ink has extended the closing time 
until April Ist. 


NO. 18. 


Crescent ADVERTISING’ Co. 
Cuicaco, Ixi., Feb. 18, 1909. 
Editor of Printers’ INK« 
While this advertiser is not of na- 








tional prominence, he deserves to be, 
and from the viewpoint of the rankest 
taste, ideas and everything else, I sug- 
est that he be given the palm in the 
NVorst Ad contest. 

I doubt if anyone can find an ad 
that is worse on any one point than this 
one is on all of them. 

W. R. Durern, 
President. 


NO. 19. 





Campen, N. J., Feb. 15, 1909. 
Editor of Printers’ INK: 

“Ain’t” it the deuce how experienced 
advertisers will pay good money for 
valuable space in which to print stuff 
like this? It may be possible to throw 
together a few things to make a_worse 
ad than this—if so, I feel sure Peters’ 
office boy will manage to make a hit 





with the management by doing so. This 
ad is even worse than the cover on 
this month’s L. H. J. Why has Peters’ 
Chocolate had such poor copy. If some- 
one would show Peters what a real ad 
for milk chocolate should look like—then 








Woriginal’ 
MILK CHOCOLATE 
they’d know why this one is the worst 


ever. 
A. L. WItttams. 





NO. 20. 





Newark, N. J., Jan. 26, 1909. 
Editor of Printers’ Ink: 
Appearance poor in its entirety. A 
jumbled mass of copy and cuts, poorly 
laid out, with nothing distinctive. Color 





Ever-Ready 








scheme not well chosen, cuts unattrac- 
tive and “stuck” in any old place. 
“Trade Mark Face” looks like a comic 
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supplement. Blades resemble twelve 
wrapped pieces of gum, “Razor Set 
Open” is like any other razor set. 
“Razor Set Wrapped’ might mean a 
package of anything if it wasn’t for the 
label. Copy applies equally well to 
any other razor. Type faces not large 
enough, dwindling to exceedingly small 
proportions. ‘‘Mail Orders” apt to cause 
antagonism among dealers to Ever-Ready 


Razors. 
Orto L. Put. 





NO, 21. 





215 HERKIMER STREET, 
Brooktyn, N. Y., Feb. 18, 1909. 
Editor of Printers’ INK: 
If Huyler’s don’t beat in the ‘Worst 
Ad” Contest then I miss my guess. 
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The enclosed half-column ad is taken 
from the February number of the 
Ladies’ Home Journal. 

This is our antediluvian ancestor. An 
old relic from bygone ages, and dug 
from the attic of a would-be adsmith’s 
brain. Ever see Huyler’s in the dic- 
tionary. 

Francis K. THOMPSON. 








Feb. 17, 1909. 
Editor of Printers’ INK: 
I have happened to receive a copy of 
your issue of January 13, in which I 
note you ask for ‘“‘worst’’ ads. 


The inclosed “Are-and-be” the worst - 


I ever saw. 1 hope you will pardon 
my saying so in that way. This ad has 
been running some time in System, of 
which I am a reader. That ‘Are-and- 
be” catches, holds you, transfixes you, 
but it makes you unhappy. 

It seems to me the quintessence of 
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bad advertising, in that it so completely 
wrenches the attention from any pos- 
sible thought of the goods sought to be 
sold that it can never get to them. 
“‘Are-and-be” you read, and wonder 
what faint glimmer of an idea inspired 
the idiot who perpetrated it. Woe 
curiosity is excited, but not to the ad- 
vantage of the advertiser, and you 
search the ad to find it out. When you 
find the name of “The R 
Co.” you feel like—Oh Shucks! and 
hasten to something else. 

Every time you see it afterward you 
feel like you are tasting green per- 


simmons. 
R. L. Froyp. 


ee 








NO. 23. 


Feb. 15, 1909. 
Editor of Printers’ Ink: 

The really big and important feature 
of this new Remington model is “visible 
writing,” yet not the slightest mention 
is made of it in this or any of the 
other recent ads of Models 10 and 11. 
Why advertise this model at all if it 
is desired to keep quiet about the final 
surrender of the Remington to visible 
principles? Evidently they are ashamed 


“ean OR 
New Models 10 and 11 


Remington 


do more than supply every demand; they 
anticipate every demand of every user 
of the writing machine. 
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of the position in which they are placed 
and would rather not say anything 
about it. 

The Remington is a serious competitor 
of the Underwood in the struggle to 
publish the weakest, wabbliest ads—but 
perhaps it’s just as well, after all, for 
it’s a big help to the smaller fellows 
who do some really good advertising 
but are handicapped in competition with 
“big uns” by smaller sales organiza- 
tions. 

Under the circumstances, don’t you 
think this ought to get your worst ad 
medal 

A Type-Writer. 
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BETTER PRINTING 


ES, your printer is a good printer—the woods are 
VY full of good printers nowadays. 

But every now and then your complacency is 
ruffled by the appearance in your mail of a piece of 
printed matter whose dignified simplicity or artistic 
treatment, or unique arrangement, makes your good 


printing look poor and cheap. 


Then you realize that there is so much good print- . 


ing being done that most of it is thrown away without 
reading, and that there is something to be had which 
is above and beyond and better than good printing. 


* * of * * 


We add to every possible printing facility the 
thought, time, labor and artistic touch which result in 
Better Printing—better than you are using—better than 
your competitors are using. 

And these are the features that attract attention 
and bring results. 

Write us about the job you have in mind now. 

Address me personally, 

GEORGE ETHRIDGE, 





THE ETHRIDGE COMPANY 


NIGHT AND DAY ART STAFFS 
HARTFORD BUILDING 
41 Union Square, New York City 


§ 4847 | 
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COMMERCIAL ART 


By GEORGE ETHRIDGE, 41 Union Square, N. Y. 

















The beauty of the rose depends 
so largely upon its color and fra- 
grance that it is far from easy to 
give anything approximating the 
adequate impression of it by means 
of a picture, but this is certainly 
not to be accomplished by the 
method adopted in this magazine 
ad of the Conard & Jones Co. 

The rose is all but lost in its 














surroundings—it might almost as 
well be covered up altogether. 

The illustration No. 2 is much 
more likely to attract favorable 
notice of those interested in flow- 
ers. 

* * * 

It would be quite easy to say 
—and to prove—that the picture 
of a cat on a back fence isn’t a 
good illustration for a rubber heel 
advertisement. 

It would not be so easy to prove 
it as it is to say it. The name of 
the rubber heel in question is 


“Cat’s Paw,” and the picture is 
therefore not so inappropriate. It 
is certainly strong and _ clear 
enough to attract attention and 
although perhaps not a thing of 
beauty, it is quite probable that 
this peculiar looking cat will do 
just what the advertiser desires— 
make people read the ad and at 
the same time convey the impres- 
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No. 2 





sion of the similarity between the 
surefootedness of the cat and the 
person who wears Cat’s Paw Rub- 
ber Heels. 
* * * 
There is very beautiful scenery 
on the line of the Northern Pacific 
to fill many albums and form the 
subject of enough souvenir post- 
cards to swamp the mails of the 
world, but it is not possible to 
show the entire right of way of 
that railroad in one magazine ad- 
vertisement. 
One piece of beautiful scenery 
often makes a splendid illustra- 
tion for a railroad advertisement, 
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but two or more are worse than 
none. 

There is too much patch-work 
in this advertisement to make that 





sort of an impression upon the in- 
tending tourist which the North- 
ern Pacific undoubtedly makes. 

; * * * 

Bobbink & Atkins, of Ruther- 
ford, N. J., are probably very 
proud of their nurseries, and no 
doubt when their flowers and 
plants are in full bloom, are in 
the height of their beauty, it would 
be worth going miles out of one’s 
way to view the aforesaid nurser- 
1es. 

It does not follow, however, 








that a photograph of the kind 
shown in this advertisement makes 
a satisfactory foundation for ad- 
vertising purposes, 


Used in this form the picture 
loses its attractiveness, and at the 
same time detracts attention from 
what the advertiser wishes to say, 

There are many worse adver- 
tisements in the current maga- 
zines than this—a_ great deal 
worse—but there is a great deal 
of room for improvement in this 
advertisement. 


A CHEESE ADVERTISER. 


Louris G. DeArmanp Apv. AGENcy. 
Davenport, Ia., Jan. 30, 1909, 
Editor of Printers’ Ink: 

An article in the issue of January 
27th by Paul Lewis proved of great in- 
terest to me, because about eighteen 
months ago I first began soliciting the 
account of a butter and egg firm in 
this city. 

I talked ‘sealed packet’’ eggs and 
creamery butter (the latter is a regular 
package product of this firm) but to 
no avail. My plan was to only put up 
eggs in packets during the _ winter 
months, when eggs are high. Although 
I did nothing along these lines, I did 
fina]ly get them started on cheese. A 
special and exclusive cream cheese was 
obtained from a Wisconsin concern, 
then because of the great number of 
Germans in this vicinity a brick and 
Limburger were picked to be branded. 
The cream cheese, coming as it does in 
a big 30 or 32 pound cheese, had to be 
stamped several times on the rind, top 
and bottom and around the outside. 

Newspapers only were used, space 
of from 4 to 8 inches 3 times a week, 
no prices were given (which made me 
dubious as to the success of the cam- 
paign), but in six months the sales 
have exceeded the fondest hopes of 
the Heuck Co. In many instances 
grocers who at first refused to handle 
La Finesse have, because of the de- 
mand, been compelled to sell it. I 
might mention that we did not increase 
the price of the three brands—relying 
on the increased sales to pay for the 
advertising. 

Trusting that this will prove as_in- 
teresting to your readers as the Paul 
Lewis article did to me, I am a booster 
for Printers’ InK (both ways). 

Louis G. DeEARMAND. 


W. L. Miller, advertising manager 
of Leslie’s Weekly, states that 125 per 
cent more advertising was carried in 
January, 1909, than in the same month 
a year ago. 

Bar and Buffet has changed its name 
to The American Beverage and Food 
Journal. 


_—_+o--—_—_—_——_ 
A SUBSCRIBER’S QUANDARY. 


CuetsgEa, Mass., Feb. 8, 1909. 
Editor of Printers’ Inx: 

Each issue of Printers’ INK is bet- 
ter than the preceding one. I am a- 
wondering, a-wondering what you will 
do when theré is no longer anything 
new or better to reach. 

Epwin E, SMALL. 
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deal 
deal 3 ; 
1 this No amount of money can buy a place in this 
list for a paper not having the requisite qualification. 
Advertisements under this caption are accepted from publishers who, 
according to the 1908 issue of Kowell’s American Newspaper Directory, 
have submitted for that edition of the Directory a detailed circulation 
ICY, statement, duly signed and dated, also from publishers who for some 
09, reason failed to obtain a figure rating in the 1908 Directory, but have 


since supplied a detailed circulation statement as described above, cover- 

ing a period of twelve months prior to the date of making the statement, 

huary g ; : : A ° 
such statement being available for use in the 1909 issue of the American 


























at in- q . ~ : : 
hiees j Newspaper Directory. Circulation figures in the Rott or Honor of the 
x the i last named character are marked with an (*). 
m . i a eT . . 
* These are generally regarded as the publishers who believe that an 
and advertiser has a right to know what he pays his hard cash for. 
ge The full meaning of the Star Guarantee is set forth in Rowell’s 
t 4 { American Newspaper Directory in the catalogue description of 
* a each publication possessing it. No publisher who has nae f doubt 
a vh r that the absolute accuracy of his circulation statement would stand 
‘dd out bright and clear after the most searching investigation would ever for 
‘A a moment consider the thought of securing and using the Guarantee Star, 
was 
‘ern, 
r of ‘ 
and ALABAMA Meriden, Morning Record and Republican. 
ded. { Anniston, Evening Star. Quantity and quality Daily average 1906, 7,672; 1907, 1,769. 
s in circusation; leading want ad. medium. K z a 
> be epcglipeucise P New Haven, a ay ap noe rey 
top Birmingham, Ledger, dy. Average for 1908, worn average for 1908, 15,864; Sunday, 12,667. 
19,270. Best advertising medium in Alabama. Wow Maven, Leader. 1907, 6,881. Only ev'’s 
—_—— , ° 4? ’ . 
fo Montgomery, Yournal, dy. Aver. 1907, 9,464, | Republican paper. J.McKinney, Sp. Agt. N.Y. 
d h - aper of its city. oo 
me x claps aarue ainen tities , New Haven, Palladium, dy, Aver.'06, 9,649; 
am- 1907, 9,570. 
_ ARIZONA New Haven, Union. Average 1908, 16,326; 
a Phoenix, Republican. Daily aver. 1908, mm. E. Katz, Special Agent, N. Y. 
dle Eeonard & Lowis, N. ¥. Repe., Tribune Bidg. New London, Day, ev’g. Aver. 1906, 6,104; 
de- ; average for 1907, 6,647; for 1908, 6,739. 
Ze CALIFORNIA Norwalk, Evening Hour. April circulation 
oe Oakland, Enquirer. (Consolidation exceeds 3,500. Sworn statement furnished. 
Enquirer and Herald.) Average Dec. 
the cook, 49,703. Largest circulation in Waterbury, Republican. Average for 1908, 
ne Oakland guaranteed. Daily, 6,326; Sunday, 6,243. 
in- si os reali 
aul Sacramento, Union, daily. The quality me- 
ter dium of interior California. DISTRICT OF COLUMBIA 
Washington, Evening Star, daily and Sunday. 
COLORADO Daily average for 1908, 36,762 (© ©). 
er Denver, Post, has a paid cir. greater than that 
er ; of any two other daily newspapers pub. in Den- FLORIDA 
in i ver or Col. Cir, is daily, 68,069; Sunday, 81,222. ea 
th ; @™ This absolute correctness of the latest cir- Jacksonville, Metropolis. Dy. av. Jan., 1909, 
} culation rating accorded the Den- | 12,873. E. Katz, Special Agent, N. Y. 
4 ver Post is guaranteed by the g 2 : 
4 publishers of Rowell’s American Jacksonville, 7imes-Union, morning Average 
me Newspaper Directory, who will for January, 1909, 16,772; Sunday, 18,»40. 
rd R pay one hundred dollars to a 
first person who successfully 
controverts its accuracy. GEORGIA 
La Fayette, Messenger. Weekly. Average 
circulation, 1908, 2,641. 
CONNECTICUT ‘ 
Bridgeport, Morning 7eiegram, daily 
t- Average for Jan., 1909, sworn, 12,527.. ILLINOIS 
\- You can cover Bridgeport by using Aurora, Daily Beacon. Goes into homes. 
1 Telegramonly. Rate 1c. per line flat, June, ‘08, 7,954, July, 8,895; August, 9,469. 
g Meriden, Journal, evening. Actual average Belvidere, Daily Kepudlican entitled to Roll 
for 1906, 7,580. Average for 1907, 7,743. of Honor distinction, Need more be said? 
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Chicago, Breeder's Gazette, weekly. $2. Aver- 
age for 1928, 74,242. 

Chicago, Dental Review, monthly. Actual 
average for 1907, 4,018; for 1908, 4,097. 
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Chicago Examiner, average 
1907, Sunday 628,612, Daily 
165,342, net paid. The Daily 
Examiner guarantees advertis- 
ers a larger city cir. than all 
the other Chicago morning 
newspapers COMBINED. 

The Sunday Examiner 
SELLS more newspapers 
every Sunday than all the 
other Chicago Sunday news- 
paper PRINT. 

The Examiner's advertising 
rate per thousand circulation 
is less than any morning news- 
paper West of New York. 
G2 The absolute correctness 
of the latest circulation rat- 
ing accorded the Chicago 
Examiner is guaranteed by 
the publishers of Rowell’s 
American Newspaper Direc- 
tory, who will pay one hundred 
dollars to the first person who 
will successfully controvert its 
accuracy. 
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Chicago, Fournal Amer. Med. Ass’n., weekly. 
Av. tor’07, 62,217; Jan., Feb., March, '08, 63,087. 


Chicago, National Harness Review, monthly. 
5,000 copjes each issue of 1907. 


Chicago, Record-Herald. Average 1907, daily 
151,564; Sunday 216,464. It is not disputed 
that the Chicago Record-Heraid has the largest 
net paid circulation of any two-cent newspaper 
in the world, morning or evening. 

§@™ The absolute correctness of the latest cir- 
culation rating accorded the 
Record-Herald is guaranteed by 
the publishers of Roweil's Ameri- 
ican Newspaper Directory, who 
will pay one hundred dollars to 
the first person who will success- 
fully controvert its accuracy 


Chicago, The 7ribune has the largest two-cent 
circulation in the world, and the largest circu- 
lation of any morning newspaper in Chicago. 
The Tribune is the only Chicago newspaper 
receiving (OO). 


; Galesburg, Repudlican-Register, Eve. Jan. av. 
6,709. Double circulation other Galesburg daily. 


Joliet, Herald, evening and Sunday morning. 
Average for year ending April 30, 1907, 7,371. 

Libertyville, Business Philosopher, mo.; mer- 
cantile. Av. 1907, 16,322. A. F. Sheldon, Ed. 


Peoria, Evening Star. Circulation for 1907, 
21,659. 


INDIANA 


Evansville, Yournal-News. Av. 190% 18,183. 
Sundays over 18,000. E. Katz,S.A., N. Y. 


Notre Dame, 7he Ave Maria, Catholic weekly 
Actual net average for 1907, 26,112. 


Princeton, Clarion-News, daily and weekly. 
Daily average 1907, 1,677; weekly, 2,641. 


South Bend, Tribune. Sworn average year 
sending Dec. 31, '08, 9,329. Best in No, Indiana. 





INK. 


IOWA 

Burlington, Hawk-Eye, daily. Average 1 
9,189. “All paid in advance.” os 

Davenport, 7imes. Daily aver. Jan., 17,136, 
Circulation in City or total guaranteed greater 
than any other paper or no pay for space. 

Des Moines, Capital,daily. Lafayette Young 
Publisher. Circulation for 1907, 41,682. Rate 
7° cents perinch, flat. If you are after business 
in Iowa, the Cafital will get it for you. First 
in everything. 

Dubuque, 7imes-Yournal, morning and eve, 
Daily average, 1907, 11,849; Sunday, 13,655. 

Washington, Eve. Yournal Only daily in 
county. 1,900 subscribers. All good posal 





EANSAS 


Hutchinson, News. Daily 1907, 4,670; first 
mos. 1908, 4,767. E. Katz, Special Agent, N 


KENTUCKY 

Harrodsburg Democrat. Best county paper, 
best circulation; largest county paper, largest cir, 

Lexington, Herald. V. av.,1908, 7,184. Sunday, 
8,255. Week day, 7,006. Com. rates with Gazette, 

Lexington, Leader, Av. '06, evening 6,157, Sun, 
6,793; tor '07, eve’g, 6,390, Sun. 7,102. E. Katz, 

Louisville, 7he Times, evening daily, average 
for 1908 net paid 43,940. 


MAINE 

Augusta Comfort, monthly. W.H. Gannett, 
publisher. Actual average for 1907, 1,294,488. 

Augusta, Kennebec Journal, daily Average 
1908, 8,826. Largest and best cir. in Cent. Me, 

Bangor, Commercial. Average for 1907, daily 
10,018; weekly, 28,422. 

Phillips, Maine Woods, weekly. J.W. Brackett 
Co. Average for 1908, 7,977. 

Portland, Evening Express. Average for 1908, 
daily 14,461. Sunday 7elegram, 10,001. 


MARYLAND 

Baltimore, American. Daily average for 1908, 
74,702; Sunday, 92,879. No return privilege. 

Baltimore, News, daily. News Publishing 
Company. Average 1908, 84,896. For Janu- 
ary, 1909, 77,463. 

The absolute correctness of the 
latest circulation rating accorded 
the News is guaranteed by the 
publishers of Rowell’s American 
Newspaper Directory, who will 
pay one hundred écliuse to the 
first person who successfully controverts its 
accuracy. 





MASSACHUSETTS 


Boston, Evening Transcript (©@). Boston's 
tea table paper. Largest amount of week day ad. 


KKK KK 


Boston, Globe. Average 1908, daily. 176,297; 
Sunday, 819,790. Largest circulation mage | t) 
any two-cent. paper in the United States. Lar- 
gest circulation of any Sunday newspaper in 

ew England. Advertisements go in morning 
and afternoon edition for one price. During 1908 
The Boston Glode printed a total of 22,450 col- 
ums, or 6,869,700 lines of advertising. ‘lis was 
7,445 more columns, or 2,443,225 more lines than 
appeared in any other Buston newspaper. > 
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Boston, 7raveler, daily, Est. 1825. The 
aggressive evening paper of Boston. Sworn 
detail circulation statement recently sent 
tu advertisers shows circulation of over 
$7,000, of which go per cent. is in Metro- 
politan Boston. 


HE Boston Post, Sunday av., 
1908, 238,846, gain of 12,083 
over 1907. Daily average 1908, 
255,534, gain of 11,554 over 1907. 


Only three Sunday newspapers 
in the country—outside of New 
York City—exceed the circula- 
tion of The Boston Sunday Post. 

Only one morning newspaper 
—and that in New York—ex- 
* | ceeds the circulation of the 

Boston Daily Post. Not over ‘ 
two evening newspapers in the 
country outside of New York— 
and only two there—exceed its 
circulation. 
In daily display advertising 
{ The Boston Post leads its chief 
competitors, the Globe and 
Herald. In Sunday display ad- 
vertising The Boston Sunday 
Post is second only to the Boston 


Sunday Globe. In or ad- 
vertising it leads all Boston 
papers, daily and Sunday. Rate 
25c. per agate lin- 


Human Lite, The Magazine About People. 
Guarantees and proves over 200,000copiesm'thly 

Clinton, Daily Item, net average circulation 
for 19¢7, 3,012. 


Fall River, Globe. The clean home paper. Best 
paper. Largestcir. Actual daily av. 1907, 7,550. 











Lawrence, 7¢legram, evening, 1907 av. 8,939. 
Best paper and largest circulation in its field. 


Lynn, Evening Jtem. Daily sworn av. year 


1906, 15,068; 1907, average, 16,622. The Lynn 
family paper. Circulation unapproached in 
quantity and quality by any Lynn paper. 

Salem, Evening News. Actual daily average 
for 1907, 18,261. 


Worcester, Gazette, eve. Av. 1907, 14,682 dy. 


Largest eve. circ’n. Worcester’s“* Home” paper. 
Worcester, L'Opinion Publique, daily (@@). 
Paid average for 1907, 4,586. 
Worcester Magazine, reaches the manufac- 
turers and business men of the country and all 
Board of ‘Trades. Average 1907, 3,000, 


MICHIGAN 
Detroit, Michigan Farmer. Read by all 
Michigan farmers. _Ask any advertiser. 80,000. 
Jackson Patriot, Average Nov., 1908, daily 
8,736, Sunday 9,602. Greatest net circulation. 
Saginaw, Courier-Herald, daily. Only Sunday 
paper; aver. for 1908, 14,330. Exam. by A.A.A. 
Sagin Evening News, daily. Average for 
1908, 19,886; January, 1909, 20,545 
MINNESOTA 


Duluth, Zvening Herald. Daily average 1907 
23,093. Largest by thousands. 





Minneapolis. Farm, Stock and Home, semi- 
monthly. Actual average 1905, 87,187; average 
for 1906, 100,266; for 1907, 103,583. 

The absolute accuracy of Farm, 
Stock & Home's circulating rating 
is guaranteed by the American 
Newspaper Directory. Circulation 
is practically confined to the far- 
mers of Minnesota, the Dakotas, 
Western Wisconsin and Northern 
lowa. Use it to reach sections 
most profitably. 
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Minneapolis, Farmers’ Tribune, twice-a-week. 
W. J. Murphy, publisher. Aver. for 1908, 28,281 


Minneapolis, Yournal, Daily 
and Sunday (@@). In 1908 =-| eo] 
erage daily circulation evening 
only, 75,639. In 1908 average 
Sunday circulation, 72,419. 

Daiy average circulation for 
January, 1909, evenirg only, 

74,015. Average Sunday circu- 
lation for January, 1909, 71,709. 

(Jan. 1, 1908, subscription rates 
were raised from $4.80 to $6.00 
per year cash in advance.) The 
Journal's circulation is absolute- 
ly guaranteed by the American 
Newspaper Directory. It is 


guaranteed to go into more 
oo homes than any other pap:r 
in its field. 
Minneapolis, Svenska Amerikanska Posten. 
Swan J. Turnblad, publisher, 1907, 54,262. 





CIRCULATI'N Minneapolis, Tribune, W. J. 
Murphy, publisher, Established 

1867. Oldest Minneapolis daily. 

The Sunday 7ridune average per 

issue for the year ending Decem- 

ber, 1908, was 68,300. The daily 

by Am. News- 77ioune average per issue for 
paper Direc- the year ending December, 1908, 

tory. was 90,117. 





_ 8t. Paul, Pioneer Press. Net averags circu‘a- 
tion for 1907. Daily, 36,716; Sunday, 38,468. 

he absolute accurac’ of the 

i Press circuiation state- 

ments is guaranteed by the 

American Newspaper Directory. 

Ninety per cent. of the money due 

for subscriptions is collected, 

showing that subscribers take the 

paper because they want it. All matters: per- 

taining to circulation are open to investigation. 


MISSISSIPPI 


Biloxi, Herald, evening. Average circulation 
for 1907, 1,063. Largest in town. 


MISSOURI 
Joplin, Globe, daily. Average, 1907, 17,080 
E. Katz, Special Agent, N. Y. 


Kansas City, Post. Only Democratic paper 
between St. Louis and Denver. Circulation, 
daily and Sunday, 66,000, 


St. Joseph, New-Press, Circulation, 1908, 
38,320. Smith & Budd, Eastern Reps. 


St. Louis, National Druggist, Mo. Henry R. 
Strong, Editor and Publisher. Aver. for 1907, 
10,570 (@@). Eastern office, 508 ‘“s‘ribune Bldg. 


8t. Louis, National Farmer and Stock Grower, 
Mo. Actual average for 1907, 104,666. 


NEBRASKA 
Lincoln, Deutsch-Amerikan Farmer weekly. 
143,245 for year ending Oct. 30, 1907, 


Lincoln, Freie Press, weekly. Average year 
ending Sept. 25, 1907, 142,989. 
NEW HAMPSHIRE 


Nashua, 7elegraph. The only daily in city 
Average for 1907, 4,271. 











NEW JERSEY 


Camden, Daily Courier. Actual average for 
year ending December 31, 1907, 9,001. 


Jersey City, Evening Yournal. Average for 
1906, 24,078. Last three months 1908, 25,021. 


Newark, Eve. News. Net daily av. for 1906, 
63,022 copies; for 1907, 67,195; Jan. 69,289. 


Trenton, Evening Zimes. Av. 1906, 18,237. 
Av. 1907, 20,270; last quarter yr. ‘07, av. 20,409 


NEW YORE 


Albany, Evening Yournal. Daily average for 
1908, 16,930. It’s the leading paper. 


Brooklyn, N. ¥. Printers’ Ink says 
The Standard Union now has_the 
largest circulation in Brooklyn. Daily 
average for year 1908, 52,286. 





Buffalo, Courier, morn. Av. 1907, Sunday, 
447, daily, 61,604; Enquirer, evening, 34,570. 





Buffalo, Evening News, Daily average 
1966, 94,473; 1907, 94,843; 1908, 94,033. 


Gloversville and Johnstown, N. ¥. The Morn- 
ing Heruid. \aily average for 1908, 6,132. 


Mount Vernon, Argus, eve. Daily av. cir. yeat 
ending Dec. 31, 1908, 4,659. Only daily here. 


Newburgh, Daily News, evening. Av- 
erage circulation entire year, 1908, 
6,229. Circulates throughout Hudson 
Valley. Examin’d and certified byA.A.A. 


NEW YORE CITY 
Army and Navy Journal. Est. 1863. Weekly 
average, 6 mos. to June 27, '08, 10,169. 


Baker's Review, monthly, W.R. Gregory Co., 
puvlishers. Actual average for 1907, 5,784. 


Bensziger's Magazine, Circulation for 1907, 
64,416; Soc. per agate line. 








Clipper, weekly (Theatrical). Frank Queen 
Pub. Co., Ltd. Average for 1907, 26,641 (@@). 








Leslie’s Weekly, 225 Fifth Ave., W. L. Miller, 
Adv. Mgr. 150,000 guaranteed. 


The People's Home Fournal. 664,416, mo. 
Good Literature, 468,666 mo., average circula- 
tions for 1907—all to paid-in-advance subscribers. 
*, M. Lupton, pub., Inc. Briggs « Moore, 
Westn. Reprs., 1438 Marquette Bldg., Chicago. 


The Tea and Coffee Traac Fournal. Average 
circulation for year ending Dec., 1908, 10,250 
Dec., 1908 issue, 10,000. 

The World. Actual aver. for 1907, Mor., 346,- 
424. Evening, 406,172. Sunday, 483,335. 

Poughkeepsie, Star, evening. Daily average 
for urst six months 1908, 4,455; June, 4,591. 





Rochester, Daily Abendpost. Largest German 
circuiation in state outside of New York City. 





Schenectady, Gazette, daily. A. N. Liecty. 
Actual Average 1906, 15,309; for 1907, 17,152. 


Syracuse, Evening //erald, daily. Herald Co., 
pub. Aver. 1908, daily 34 067; Sunday, 40,961. 
Troy,:Aeuu. Average circulation 
198, 20,402. (nly paper in city which 
has permitted A. A. A. examination, and 
Made public the report. 
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Utica, National Electrical Contractor, mg 
Average for 1907, 2,642 4 


Utica, Press. daily. “Onto A Meyer, publishe; 
Average for year ending Jan 1, 1909, 15,274, 


OHIO 
Akron, 7imes, daily. Actual a 
year 1906, 8,977; 1907, 9,551. Nit 


Ashtabula, Amerikan Sanomat Finnish 
Actual average for 1907, 11,120. ae 





Cleveland, Ohio Farmer. Leads all farm 
papers in paying advertisers, 100,000, 

Cleveland, lain Dealer. Est. 1841. Act. daily 
and Sunday average 1907, 74,911; Sunday, 8g 
373, Jan., 1909, 72,600 daily; Sunday, 98,576. - 


Columbus, Midland Druggist. The premier 
pharmaceutical magazine. Best medium for 
reaching druggists ot the Central States, 


Dayton, Yournal. ii actual y 
21,217. on ~~ 


Springfield, Farm and Fireside, over \% cen. 
tury leading Nat. agricult'l paper. ‘07, 447,345. 





Springfield, Poultry Success, monthly av., 1907 
33,260. 2d largest published. Pays advertisers. 


Youngstown, Vindicator. D'y av.,'o7, 14,768; 
Sy., 10,017; LaCoste & Maxwell,N. ¥.&Chicago, 


OKLAHOMA 
Muskogee, 7imes-Democrat. Average 1906, 
5,514; for 1907, 6,669. E. Katz, Agent, N.Y 


Oklahoma City, 7he Oklahoman. 1908 aver., 
26,955 Jan.,’o9, 30,130. E. Katz, Agent, N, Y, 


OREGON 


Portland, J.urnal, has larger circula- 
tion im Portland and in Oregon than an 
other daily paper. Portland Yourauk 
daily average 1908, 30,207; for Jan, 

1909, 31,875 Vreeland-Benjamin, Representa- 
tives, New York and Chicago. 


Portiand, The Oregonian, (@@). 

For over tifty years the great news 

paper of the Pacific Northwest— 

more circulation, more foreign, 

more local and more classified ad: 

vertising than any other Oregon 

newspaper. Jan. NET PAID cir 

culation, daily, 38,584, Sunday average, 46,934 


PENNSYLVANIA 
Chester, /imes,cv zd'y. Average 1907, 7,640. 
N. Y. office, 225 5th Ave. F. R. Northrop, Mgr. 


Erie, 7imes, daily, Aver. for 1908, 18,487; 
Jan , 1909, 18,893. E. Katz, Special Agt., N.Y. 


Harrisburg, /elegraph. Sworn aver- 
te: January, 190), 15.579. Largest 





paid circulat.on in Harrisburg or no 
pay. 
Johnstown, Tribune. Average for year end- 
ing December 31, 1908, 11,161. Only evening 
paper in Johnstown. 


Philadelphia, Zhe Bucletin, net paid aver- 
age for 1908, ,797 copies a day. “The 
Bulletin goes daily (except Sunday) into nearly 
every Philadelphia home.”’ 


Philadelphia, Zhe Camera, is the only best 
photographic monthly. It brings results. 
Average for 1908, 6,825. 


Philadelphia, Confectioners’ Journal, mo, 
Average 1906, 6,614: 1907, 6,514 (OO). “ 
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L. J. Farmer, of Pulaski, N. Y., a grower and 
rdvert ser «f strawberry plants, tells the Farm 
Journal ot Phiadclphia, that within a short 
period he ha, ree ived an inquiry from an ad- 
\e tisement bearing the key number of 1906 and 
another of 1907 and that ev ry little while he 
has inquiries from his adve-tisement of way lust 
April. We know that many a m Fournal 
readers bind or prese ve their papers, valuing 
them as a directory of the |. ading advertisers in 
almost every line of trade doing business with 


rural people. 


Philadelphia. (O@) The Press is 

Philadelphia's Great Home News- 

paper. Besides the Guarantee 

GVAR Star, it has the Gold Marks and is 

revo onthe Roll ot Honor—the three 

most desirable distinctions for 

any newspaper. Sworn average 

circulation of the daily Press for 1908, 95,349; 
the Sunday Press, 133,984. 


West Chester. Local News, 
daily, W. H. Hodgson. Aver. for 
1907, 15,687. In its 35th year. 
ae) Independent. Has Cheaset Co., 
TEED and vicinity for its field. Devoted 
to home news, hence is a home 
paper. Chester County is second 
in the State in agricultural wealth. 


York, Dispatch and Daily. Average for 1908. 
18,471. 


RHODE ISLAND 
Newport, 7he Bluejacket. Semi-mo. The only 
publication devoted exclusi.ely to the interes:s 
cf alienlisted men ofthe U.S. Navy. Circulation 
for 1908 6,100. Write for adverti.ing rates, 
Pawtucket, Evening /imes. Average circula- 
tion, 1908, 18,185—sworn. 


Providence, Daily Yournal. Average 
for 1908, 20,210 (O@). Sunday, 25,861 
(QO). vening Bulletin, 45,373 aver- 

age 1908. 
Westerly, Daily Sun. Aver. '08, ,859(sworn). 
Only daily in field. Largest 5. of Providence. 


SOUTH CAROLINA 
Charleston, Evening Post. Actual daily aver- 
age 6 mos., 1908, 4,685; June, 6,184. 


Columbia, State. Actual aver- 

age for1go7, daily (QO) 13,062 

GUAR Sunday, (@@©)18,887. Semi-weekly, 

AN 2,997. Actual average for first six 

gai?) months of 1908, daily (O@) 13,314; 
Sunday (OO) 14,110. 


Spartanburg, Herald. Actual daily average 
circulation for 1908, 2,992. 


ed TENNESSEE 

Chattanooga, News. Average 
for 1907, 14,463. OnlyChattanovga 
paper permitting examination cir- 
culation by A. A. A. Carries 
more advertising in 6 days than 
morning paper 7 days. Greatest 
Want ad medium. Guarantees 

largest circulation or no pay. 


Knoxville, Journal and Tribune. 
Week day av. year ending Dec. 31, 1908. 
15,885. Week-day av. November and 
December, 1908, 16,909. 


Memphis, Commercial Appeal, daily, Sunday, 
1908, average : Daily, 43,786; Sunday, 63,793. 
Smith & Budd, Representatives, New York and 
Chicago. 

Nashville, Banner, daily. Average for vear 
1906, 31,456; tur 1997, 36,206; for 1908, 36,554, 





El Paso, Herald, Jan. av. 9,008. More than 
both other El Paso dailies. Verified by A A.A. 


VERMONT 


Barre, 7imes, daily. F. E. Langley. Av. 1905, 
3,527; 1906, 4,113; 1907, 4,535. Exam. by A.A.A. 


Burlington, Free Press. Daily average for 
1908, 8,603. Largest city and State circulation. 
Examined by Association of Amer. Advertisers. 


Montpelier, Argus, dy., av. 1908, 3,327 9 Ouly 
Montpelier paper examined by the A. A A 


Rutland, Herald. Average, 1908, 4.66. Only 
Rutland paper examined by A. A. A. 


8t. Albans, Messenger, daily. Average for 
1908, 3,182. Examined by A. A. A. 


VIRGINIA 


Danville, 7he Bee. Av. 1908, 3,066; Jan., 1909, 
3,563. Largest circulation. Only evening paper. 


WASHINGTON 

Seattle, Zhe Seattle Times (@®) 

is the metropolitan daily of Seattue 

and the Pacific Northwest. It 

combines with its circulaiion of 

568,700 daily, 76,700 Sunday, rare 

quality. It is a gold mark paper 

of the first degree. Quality and 

quantity circulation means great productive value 

to the advertiser. In November 7imes beat its 
nearest competitor 258,748 lines. 


Seattle, Post-/ntelligencer (@O). 
Av. for Feb., 1908, net—Sunday, 
39,646; Daily, 32,083; Weekday, 
30,874. Only sworn circulation 
in Seattle. Largest genuine ard 
cash paid circulation in Washing- 
ton; highest quality, best service, 

greatest results always. 





Tacoma, Ledger. Average 1907, daily, 17,482. 
Sunday, 26,002 





Tacoma, News. Average 1907, 16,626; Satur- 
day, 17,610. 


WEST VIRGINIA 


Pairmont, West Virginian. Copies printed, 
1907, 2,800. Largest circulation in Fairmont. 


WISCONSIN 


Janesville, Gazette. Daily av. for Jan., ‘08, 
4,012; Jan , ‘09, daily 4,808; semi-weekly 1,832. 


Madison, State Yournal, daily. Actual aver- 
age for 1907, 5,086. 


Milwaukee, Evening Wisconsin, daily. Aver- 
age 1907, 28,082 (@@) Carries largest amount 
of advertising of any paper in Milwaukee. 


Milwaukee, 7he Fournal, evz., 

ind daily. Daily average for 

1908, 65,827; fur Dec., 1908, 

64,834; daily gain over Dec. 1907, 

‘ 1,849. Over sog% of Milwaukee 
homes. Flat rate 7 cents per line, 





Oshkosh, Northwestern, daily. ‘ Average for 
1908, 8,898. Examined by A. A. A. 





Racine, Yournal, daily. Average for 1908, 
4,350; December, 1908, 4,613. 





PRINTERS’ INK. 


Racine, Wis., Established, 1877. 
Actual weekly average for vear 
ended Dec. 30, 1907, 56,317 


Larger circulation in Wisconsin 
than any other pire: Adv. 


vee an inch. , # 
C, Richardson, Mgr. 


Office. 
Temple Ct. 


WYOMING 


Oheyenne, 7ridune. Actual net average six 
months, 1908, daily. 4,877; semi-weekly, 4,420. 


BRITISH COLUMBIA 
Vancouver, Province, daily. Av. for 1 


908, 
15,922; Jan. ms 1908, 15,382; Jan., 1909, 16,721. H. 
DeClerque, U . Repr., Chicago and New York. 





MANITOBA, CAN, 
Winnipeg, Free Press, daily and weekly. Ay. 
erage for 1908, daily, 37,096; van Bas. 1909, 
39,471; weekly aver. for F 1908, 27 


Winnipeg, Der No ordwesten. 
man newsp'r. Av. 1908, 17,645. 


Canada's Ger. 
Kates §6c. in, 


Daily 
26,796. 


Winnipeg, 
1908, 26,010. 


Telegram, 


average for 
Weekly aver., ~ 


Flat rate, 


QUEBEC, CAN. 


Montréal, La Presse. Actual average, 1907, 
daily 108,828, weekly 60, 1,197. : 


Senteeas, | The Daily Star and 
The Family Herald and Weekly 
Star have nearly 200,000 subscrib- 
ers, representing 1,000,000 read- 
ers—one-fifth Canada’ S popula- 
tion. Av. cir. of the Dasly Star 
for 1907, 62,887 copies d the 

Weekly Star, 129,386 copies each issue, " 











The Want-Ad Mediums 











Vote for the 


the requisite grade and class. 


A Large Volume of Want Business Is a Popular 
Newspaper 


Advertisements under this heading are only desired from papers of 


in Which It Appears. 

















COLORADO 
ANT advertisers get best results in Colo- 
rado Springs Rvening 7elegraph. 1c. a word. 


TRE Denver Post prints more paid Want 
Advertisements than all the newspapers in 
Coiorado combined. 


DISTRICT OF COLUMBIA 
THE Evening and Sunday Star, Washington. 
b. Cc. ( ), carries double the number of 
Want Ads of any other paper. Rate lc. a word. 


ILLINOIS 


TH Champaign News is the leading Want 
ad medium of Central Eastern Iilinois. 


TH Chicago Rxaminer with its 650,000 Sun- 
day circulation and 175,000 daily circulation 
brings classified advertisers quick and direct 
results. Rates lowest per thousand i: the West. 


soNJEARLY everybody who reads the English 
language in, around or about Chicago, 
reads the Daily News,” says the Post-office 
Review, and that's why the Daily News is 
Chicago s “want ad” directory. 


etc 
HE Tribune publishes more Classified Ad- 
vertising than any other Chicago newspaper. 





INDIANA 
HE Indi lis News, the best medium in 
the Middle West for Mail-order Classified Ad- 
vertising carries ee of it than all the other 
I rs bi its total in 1908 
being 243,265 peg 69,453 more than all the other 
local papers had, on the same days of pub- 
lication. The News’ classified rate is one cent 
a word, and its daily paid circulation over 84,000, 











THE INDIANAPOLIS STAR 


Publishes more classified advertising 
than any other paper in Indiana. 
During the the year of 1908 The Star 
carried .48 columns more paid 
WANT advertising than its nearest 
competitor. 
Rate, One Cent Per Word. 


The only Sunday Paper in Indianapolis. 











MAINE 
THE Evening Express carries more Want Ads 
than all other Portland dailies combined. 


MARYLAND 
HE Baltimore News carries more Want Ads 
than any other Baltimore daily. It is the 
recognized Want Ad Medium of Baltimore. 


MASSACHUSETTS 
THE Boston Avening 7 ranscript is the = 
Resort Guide for New Englanders. The: 
pect to find all good places listed in its hong 
tising columns. 


te tet tet 


THE Boston Globe, daily and Sunday, for the 

i 1908, printed a total of 417,908 paid 
Want Ads. ‘This was 233,144, or more than 
twice the number printed by any other Boston 
newspaper. 
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MINNESOTA 
Bod Minneapolis Journal, 
daily and Sunday, carries | © 
Wy. paid Classified Adver- 


tising than any other Minne- 
apolis newspaper. No free or 
cut-rate advertisements and ab- 
solutely no questionable adver- 
tising accepted at any price. 
Classified wants printed in Jan- 
uary, 1909, amounted to 147,770 
lines; individual ads 20,388. 


Eight cents per agate line if 
charged. Cash order one cent 
©0 | 2 word. 


HE Minneapolis Tribune is the recognized 
Want Ad Medium of Minneapolis. 


CIRCULATI'N THE Minneapolis Tribune is 

the oldest Minneapolis daily 

and has over 90,000 subscribers 

It publishes over 140 columns of 

Want advertisements every week 

at full price (average of two 

pages a day); no free ads, price 

covers both morning and evening 

by Am. News- issues. Rate, 10 cents per line. 
paper Di’tory Daily or Sunday. 


TH St. Paul Dispatch, St. Paul, Minn., covers 
its held. Average for 1907, 68,671. 


MISSOURI 
HE Joplin Globe carries more Want Ads 
than all other papers in Southwest Missouri 
combined, because it gives results. One centa 
word. Minimum, bc. 


MONTANA 
HE Anaconda Standard, Montana’s best 
newspaper. Want Ads, lc. per word. Cir- 
culation for 1908, 10,629 daily; 14,205 Sunday. 


NEW JERSEY 
THE Jersey City Evening Fournal leads all 
other Hudson County newspapers in the 
number of Classified Ads carried. It exceeds be- 
cause advertisers get prompt results. 


TH Newark, N. J. Freie Zeitung (daily and 
Sunday) reaches bulk of city’s 100,000 Ger- 
mans. One cent per word; 8 cents per month. 
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NEW YORK 


"TP E Albany Evening Journal, Eastern N.Y.’s 
best paper for Wants and Classified Ads. 


"THE Buffalo Evening News is read in over 90% 
of the homes of Buffalo and its suburbs, and 
has no dissatisfied advertisers. Write for rates 
and sworn circulation statement. 


THE Argus, Mount Vernon's only daily. Great- 
est Want Ad Medium in Westchester County. 


RINTERS’ INK, published weekly. The re- 

cognized and leading Want Ad Medium for 
want ad mediums, mail order articles, advertis- 
ing novelties, printing, typewritten circulars, 
rubber stamps, office devices, adwriting, half- 
tone making, and practically anything which 
interests and appeals to advertisers and busi- 
ness men Classified advertisements, 20 cents 
a line per issue flat, six words to a line. 


OHIO 
js a list of 100 recognized classified advertising 
mediums, only two producedresults at a lower 
cost than the Cincinnati Enquirer. A word to 
the wise is sufficient. You want results. 


THE Youngstown Vindicator—Leading Wa'it 
Medium. lc. per word. Largest circv.ation. 


OKLAHOMA 


THE Oklahoman, Okla. City, 30,130. Publishes 
more Wants than any 7 Okla. competitors. 


PENNSYLVANIA 
THE Chester, Pa., 7imes carries from two to 
five times more Classified Ads than any other 
paper. Greatest circulation. 


UTAH 


HE Salt Lake 7ribune—Get result s—‘vant 
Ad Medium for Utah, Idaho and Nevada. 


CANADA 
THE La Presse, Montreal. Largest daily cir- 
culation in Canada without exception. (Daily 
103,828—sworn to.) Carries more Want Ads 
than any newspaper in Montreal. 








©O) Gold Mark Papers (OO) 








Out of a grand total of 22,502 publications listed in the 1908 issue of 
Rowell’s American Newspaper Directory, one hundred and twenty-one are 
distinguished from all the others by the so-called gold marks (@@). 

















ALABAMA 
The Mobile Register (@@). Established 1821. 
Richest section in the prosperous South, 
DISTRICT OF COLUMBIA 
Everybody in Washington SUBSCRIBES to 
the Kvening and Sunday Star. Average, 1908, 
36,162 (@@). 
: GEORGIA 
Atlanta Constitution (@@). Now, as always 
the Quality Medium of Georgia. ’ ” 








Savannah Morning News, Savannah,Ga The 
Daity Newspaper for Southern Georgia. C. H. 
Eddy, New York and Chicago Representative. 

ILLINOIS 

Bakers’ Helper (@@), Chicago. Only “Gold 
Mark” journal for bakers. Oldest, best known. 

The Inland Printer, Chicago (@@). Actual 
average circulation for 1905, 16,866. 

Tribune (@@). Only paper in Chicago re- 
ceiving this mark, because 7ribmwe ads bring 
satisfactory results, 
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KENTUCKY 


Louisville Courier-Journal (@@). Best paper 
in city; read by best people 


MAINE 
Lewiston Evening Fournal, daily, average for 
1907, 7,784; weekly, 17,545 (@@) ; 7.44% increase 
daily over last year. 


MASSACHUSETTS 
Boston, American Wool and Cotton Reporter. 
Recognized organ of the cotton and woolen 
industries of America (@@). 


Boston Commercial Bulletin (@®). Reaches 
buyers of machinery for wool and cotton manu- 
facturers. Est. 1859. Curtis Guild & Co., Pub. 

Boston Avening Transcript (OO), established 
1830. The only gold mark daily in Boston, 


Springtield (Mass.) Republican (@@). Has 
qu intity and quality of circulation. 

Worcester L'Opinion Publique ( ds, is the 
only Gold Mark French daily in the U.S. 





MINNESOTA 
The Minneapolis Fournal (@@). Largest 
home circulation and most productive circula- 
tion in Minneapolis. Carries more local adver- 
tising, more classified advertising and more total 
advertising than any pee in the Northwest. 


THE NORTHWESTERN MILLER 


©O) Minneapolis, Minn.,$4 per year. Covers 
milling and flour trade ali over the world. The 
only “Gold Mark” milling journal (@@). 





Pioneer Press (@@®). St. Paul. Most reliable 
paper in the Northwest. 


NEW YORE 
Army and Navy Journal, (@©@). First in its 
class in circulation, intluence and prestige. 


Brooklyn Hagle (@@) is THE advertising 
medium of Brooklyn. 


Century Magazine (@@). There are a few 
people in every community who know more 
than all the others. These people read the 
Century Magazine. 





Dry Goods Economist (@@), the recognized 
authority of the Dry Goods and Department 
Store trade. 


Electric Railway Fournal (@@). A consoli- 
dation of “Street Railway Journal’ and 
“Electric Railway Review.”’ Covers thoroughly 
the electric railway interests of the world. 
McGRAW PUBLISHING COMPANY. 


Bugineering News (@@). The leading engi- 
neering paper of the world; established 1874 
Reaches the man who buys or has the authority 
to specify. Over 16,000 weekly. 


The Engineering Record (@@). The most 
progressive civil engineering journal in the 
world. Circulation averages over 14,000 per 
week. MCGRAW PUBLISHING COMPANY. 





The Evening Post (@@). Established 1801. 
The only Gold Mark evening paper in New York. 
“The advertiser who will use but one evening 
paper in New York City will, nine times out of 
ten, act wisely in selecting The Evening Post.” 
—Printers’ Ink. 


New York Herald (@@). Whoever mentions 
America's leading newspapers mentions the 
New York Herald first. 


aa. 





LIFE without a competitor, Humorous 
clever, artistic, satirical, one literary. The 
only one of its kind—that’s L FE. 


Sctentific American (@®) has the largest cir. 
culation of any technical paper in the world, 


New York Times 9). 0 One of three morning 
papers with a daily C. sale of over 100,000, 





New York 7ribune (@@), daily and Sunday, 
Established 1841. A conservative, clean and 
up-to-date newspaper, that goes to the homes 
of the great middle class. 


Vogue (@@) carried more advertising in 1906, 
1906, 1907, than any other magazine of gen. cir, 


OHIO 
Cincinnati Euguirer (@@). In 1907 the local 
advertising was 334% more than in 1906. The 
local advertisers know where to spend their 
money. The only Gold Mark paper in Cincinnati, 


OREGON 
The Oregonian, (O@®), established 1851. The 


great newspaper ot the Pacific Northwest. 


PENNSYLVANIA 
The Press (@@) is Philadelphia's Great Home 
Newspaper. It is on the Roll of Honor and has 
the Guarantee Star and the Gold Marks—the 
three most desirable distinctions for any news- 
paper. Sworn circulation of The Daily Press, 
for 1908, 95,349; The Sunday Press, 183,984. 


THE PITTSBURG 
®) DISPATCH @ 


The newspaper that judicious advertisers 
always select first to cover the rich, pro- 
ductive Pittsburg field. Best two cent 
morning paper, assuring a prestige most 
profitable to advertisers. Largest home 
delivered circulation in Greater Pittsburg. 

















RHODE ISLAND 


Providence Yournal (O©), a conservative 
enterprising newspaper without a single rival, 


SOUTH CAROLINA 


The State (OO), Columbia, S. C. Highest 
quality, largest circulation in South Carolina, 


VIRGINIA 


Norfolk Landmark. Oldest and most jnflu- 
ential. paper in tidewater. 


WASHINGTON 
The Post Intelligencer (@@). Seattle's most 


progressive paper. Oldest in State; clean, 
reliable, influential. Ali home circulation. 





The Seattle 7imes (©) leads all other Seattle 
and Pacific Northwest papers in influence, cir- 
culation, prestige. 


WISCONSIN 


The Milwaukee Evening Wisconsin (QO), the 
only gold mark daily in Wisconsin. 


CANADA 
The Halifax Herald (@@) and the Evening 
Mail. Circulation 15,558, flat rate. 
The Globe, Toronto ( ), carries good clean 
advertisements into good clean homes. 
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Classified Advertisements 








ess than one dollar. 








Classified advertisements in ‘Printers’ Ink’’ cost twenty cents an agate 
line for each insertion, $10.40 a line per year. Five per cent discount may 
be deducted if payment accompanies copy and order for insertion and ten 
er cent on yearly contract paid wholly in advance. No order accepted for 














ADVERTISEMENTS 


ADVERTISING NOVELTIES 





let me repu Id 


If results don’t come {%\,,.").."“wa. 


D. KEMPTON, Glenn Bldg., Cincinnati, 0. 


450 Bank Ads $5 


same as supplied at 50c. to $2 each to several of 
the best advertised banks in the country. Sub- 
jects include copy for Commercial, Savings, Safe 
Deposit, Trust Departments. Postpaid on re 
ceipt of price. Money back if not satisfied W. 
LYDIAT TI, 941 Simpson Street, New York City 











ADVERTISING AGENCIES 





W. KASTOR & SONS ADVERTISING 
* CO.,, Laclede Building, St. Louis, Mo. 





D* RLOW ADVERTISING AGENCY, 
Omaha, Neb. Newspapers and Magazines. 





LBERT FRANK & CO., 26 Broad St., N.Y. 
General Advertising Agents. Established 
1872. Chicago, Boston, Philadelphia. Advertis- 
ing of all kinds placed in everv part of th: worid 


ANUFACTURERS’ Advertising Bureau, 
237 Broadway (opp. P. O.), New York. Ads 
inthe Trade Journals our specialty. Benj. k. 
Western, Proprietor. Established 1877. Booklet. 











ADVERTISING MEDIA 








HE Ladies’ Home ¥Fournal, is the greatest 
advertising medium in the world. 


Chicago-New York-Pittsburg, for 
THE BLACK 20 years the coal trades’ leading 
DIAMOND journal. Write for rates. 


HE circulation of the New York World, 

morning edition, exceeds that of any other 
morning newspaper in America by more than 
150,000 copies per day. 


HE NEW ENGLAND MAGAZINE, New 

England's newspaper de luxe, one of the 
most beautiful and one of the best edited of 
American magazines, the finest of all so-called 
sectional’? magazines, with both sectional 
and national circulation, is now generally ac- 
cepted as “* New England’s House Urgan,."’ The 
Pr.sident and Board of Directors all read their 
House Urgan. Do you want to reach New 
England's Presidents and Directors? ‘The 
purchasing power of the New England purse is 
an item that makes the mouths of the world 
water."” One-sixth of the savings of the world 
and one-third of the savings of the United States 
in New England’sbanks. Quality surprisingly 
high, rates surprisingly low. Ask your agent. 
NEW ENGLAND MAGAZINE CO., Bertrand 
& Chapman, I’resident, Boston, Mass. 














ET our price on any advertising novelty or 

premium. We. have everything. Right 
prices. Promnt service. Write KLINE ADV. 
AGENCY, Ridgway, Pa. 








COIN CARRIERS 





$3 PER 1,000. Less for more; any printing, 
The COIN WRAPPER CO.,, Detroit,Mich, 








ENGRAVING 





ERFECT copper half-tones, I col.. $1; larger 
10c, per in. THE YOUNGSTOWN ARC 
ENGRAVING CO., Youngstown, Ohio. 





HALFTONES for the newspaper or the bet- 
ter class of printed matter. THE STAND- 
ARD ENG. CO., 560 7th Ave., New York. 





ITAB ENGRAVING CO. (Inc.), 401 Latay- 
ette St., New York, makers of half-tone, 
color, line plates. Prompt and careful service. 
Illustrating. TELEPHONE: 1664 SPRING, 





HE man who advertises should write for 

PLATOLOGY, a publication which contains 
vital information on cuts. H. J. ORMSBEE 
ENGRAVING CO., Syracuse, N. Y. 





EWSPAPER HALF-TONES. 2x3, 5c ; 

3x4, $1; 4x5, $1.60. Delivered when cash 
accompanies the order. Send for samples. 
KNOXVILLE ENGRAVING CO., Knoxville, 
Tenn, 





WE Design and Engrave Book Covers, re- 
touch half tones and devote particular 
attention to the execution of fine engravings of 
all kinds. Write for illustrated portfolio. BAL- 
TIMORE, MARYLAND, ENGRAVING CO., 
28 S. Charles Street. 








ELECTROTYPES 








Get Our Prices 
On Electros 


-] We'll give you better plates, quicker service 
and save you expressage. Largest electrotyp- 
ing plant in the world—eapacity 90,000 column 
inches a day. Write for prices and sample of 
patent Holdfast interchangeable base. 


CTROTYPE COMPANY, Advertis- 
RAPID - ers’ Block, Ciacinnati, 0. 
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FOR BALE 





iv you want a real bargain in a book aul job 
Campbell Cylinder printing press in good 
running order 9400 cabes it where it stands 
Call and look it over, CHARLES FRANCIS 
PRESS, 30 W. 13th St., second floor 
OF WEBB PERFECTING PRESS for sale. 
Bought by us when we purchased the Woon 
socket Keporter, Press prints four or eight 
pages. Speed 10.000 an hour, Fine operating 
condition, §3000cash buysit. Photographs and 
description sent on application to The Evening 
Call Publishing Company, Woonsocket, R. I 


22x26 Babcock Standard {j;," 


23x24 Hoe drum $375; 26x 30 Cottrell two 
revo, 2 roller 8700; 26 x 33 Hoe drum @400; 28 x 
42 Cranston drum $660; 32 x 48 Hoe drum @675; 
33x 48 Potter drum 8650; 33 x 38 6 quarto 
Campbell country @460; 36x 61 Babcock stan- 
dard $900; 37 x 60 Campbell 2-revo 4 roller @800; 
40 x 66 Campbell 2-revo. 4 roller @900; 41 x 60 
Campbell 4 roller §750; 42 x 60 Potter ag 
$1,100. Send for illustrated lists A. 
WANNER & CO., 342 Dearborn Street, chi 
cago, Il 





LETTERHEADS 

ETTER HEADINGS OF QUALITY, Dis 

tinctive—Artistic, $1.70 to $3.00 per M. Less 
in especially large lots. Coupon Bond, Other 
fine papers. You won't believe it but our sam 
ples will “show you," Send forthem, Bank 
teferences. “MODERN PRINTING CO," 
Springfield, Mass, 


MAGAZINES 


"Do -LARS AND SENSE" (Col. Hunter's 
(reat Book) free with ADVERTISERS, 
MAGAZINE one year at 60 cents. Indispens- 
able to business men who adveriise Rest 
“Ad-School" in existence, Sample magazine 
free ADVERTISERS’ MAGAZINE,  %37 
Commerce Huilding, Kansas City, Mo 





PASTE 
® PIRLISHER : You ough to have Ker- 
nard's Cold Water Paste in your circulation 
dep't fot pasting mailing wrappers; clean, con- 
venient and cheap. Sample fiee. BERNARD'S 
PASTE DEPT, 71 Dearborn Street, Chicago. 








PATENTS 


PATENTS that PROTECT 
Our 8 books for inventors peed on receipt 
of 6 cts. stamps. R. 8. & A. B. LAOBY. 


Washington, D.C. Estabiished 1869. 























PRINTING 





you share with us the economy of our loca- 
tion. Our facilities insure perfect work. 
Prompt estimates on letter-heads, factory forms 
and booklets in large quantities. THE BOUL- 
TON PRES drawer 98, Cuba, N.Y. 








TYPEWRITERS 


MITH-PREMIER TYPEWRIiERS 923 

each; largest steck; finest machines; tral 
allowed. Address SMITH-PREMIER-SMI1 H, 
Waterf< ard, N, YY. “Nothing but Smith: 
Vremicrs.’ 


PUBLISHING BUSINESS OPPORTUNITIES 


Opportunity 
for Literary Man 


We know of a certain well- 
established literary Trade 
Paper, so to speak, which 
ought to change hands. Its 
owner is obliged to be away 
for his health. 


Good literary and editorial 
judgment prime requisites, 


Excellent paid circulation, 
Profits for owner, $5,000. 

Price, $20,000. 

Terms, $10,000 cash; re- 


mainder on liberal time. 


—_— 


HARRIS-DIBBLE COMPANY 


Brokers in Publishing Property 
263 BROADWAY NEW YORK 


_8TOCK curs 
rURACTIVE SERIES ef Initial Letter Cuts 
for sale—a bargain. PICTORIAL ADVER- 
TISING CO., 116 Nassau Street, N. Y. City. 


HOE CUTS THAT PULL TRADE! Write 
for Spring cataloge; The “SHOE C uT 
SHOP. Cor. Tth and K Sts., V P Ww ashington, D. C. D.C 


DIRECT ATTENTION 


by using our Attractive 
Cuts in your advertising. 
We make the cuts that 
Bring Results. Write us 
to-day for our special 
proposition. 


PICTORIAL 
ADVERTISING CO. 


116 WASSAU ST., NEW YORK 
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HELP WANTED 





—o- 
ANTED — Competent manager for estab- 
lished job printing business in city of 30,000 

who will take part interest in business. “G. D. 

cite Printers’ Ink. 





ANTED—Copy writer. Agency experience 
necessary. Must be good on lay-outs and 
know types. Good position for right man, 
McCONNELL & FEKGUSSON, London, 


Canada. 





fe ke et 1 Copy and Idea Man, If you 
thoroughly understand the agency business 
and wish a good yo. out of the city, address 
in confidence with samples, stating salary ex- 
pected, “COPY"’ care Printers’ Ink. 





\SITION as Advertising Manager on high- 

class weekly, New York City, open to right 
man, Must be able to produce business, display 
initiative. Salary and Commission. Address 
“M, B." care Printers’ Ink, 








A® WRITER WANTED—Young man grad- 
vate or about to graduate from good ad 
school to learn business of advertising agency. 
Must be a hustler. Address “ ‘I. H."’ care 
Printers’ Ink. 





EWSPAPER PUSITIONS—We have good 

openings for reporters with some experi- 
ence, worth $12, $15 and $18 per week. Also for 
linotype operators, speed not less than 4,500 
minion; wages, union scale or better. All de- 
partments represented. Booklet free. FERN- 
ALD'S NEWSPAPER MEN'S EXCHANGE, 
Springtield, Mass. 





YJANTED—Adverticing Solicitors in every 

cily over 25,000, to work part or full time 
for established class Journal. Liberal com- 
mission. Stateexperience. Address ‘C. E. A.” 


care Printers’ Ink. 
High Grade Mail-order Man 
Wanted 


by large distillery company selling direct to con- 
sumer, Must be cor:espondent and systematizer 
and be capable of handling office force. Must 
also be resourceful, originate plans that will 
secure business, as well as repeat orders. Be 
sure to state experience and salary wanted. 
Address Mr. M. C. REEFER, 1616 Main Street, 
Kansas City, Mo. 
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Advertising Woman 
Wanted 


For large and important retail house— 
not department stor. or dry goods, ‘To 
handle newspaj er advertising and fine 
booklet work. Should have attractive 
personality; aged 26 to 30 years. A 
very refined and desirable position, 
Reply to P.O, Box 266, Philadelphia, Pa, 

















POSITION WANTED 





Young lady stenographer, thor- 
oughly experienced, lately with 
weekly publication, is open for 
position. New York City 


preferred. Address ‘‘M E. C.," care Printeis’ 
Ink. 


DVERTISING MANAGERS and Agents— 

About that man you think of taking on. 
My services are for sale to a “ right '’ advertis- 
ing organization where I can learn “ right’? ad- 
vertising. No, I have had no experience in an 
advertising office, but believe I possess some 
qualifications. Age 26, experience 9 years in 
actory, office and selling ends. Compensation 
expected consistent with lack of experience. 
“ NICHOLSON,” care Printers’ Ink. 








Classified Manager 


12 years’ experience, successful record, capable 
of building up a department. Plenty red blood 
in veins, 1s open tor a proposition. Address 
“FULLY COMPE'1ENT,” care Printers’ Ink. 





S Business Manager or Assistant by a wide- 
awake, hustling young man, Fuily ¢x- 
perienced. Good organizer and systematizer. 
Understand all the details of the business. Have 
always made good. Excellent rea: on for desiring 
change. A-Lref rences.‘‘T.M A.,"" Printers’ Ink. 


IRCULATION MANAGER OPEN FOR 
ENGAGEMENT on live Daily Paper, New 
England or Western New York preferred. Will- 
ing compensation should be on basis of IN- 
CREASE in circulation, Just finished success- 
ful campaign, Best ef references. At liberty 
March first. Address CIRCULATION MANA 
GER, care Printers’ Ink, 2 Beacon St , Boston, 
ass. 











This Is Your 
Opportunity 


to secure the services of a 
man: who produces results ; 
who is energetic, resource- 
ful, initiative; who origin- 
ates copy that sells; who 
will make advertising serve 
your business; who does 
not seek a soft job or short 
hours. Do you want this 
man? Address, LLYWE- 
LYN, 310 White Bldg, 
Buffalo, N. Y. 














MISCELLANEOUS WANTS 


OUNG MEN AND WOMEN ot ability who 

seek positions as adwritersand ad managers 
should use the classified columns of PRINTERS’ 
INK, the business journal for advertisers, pub- 
lished weekly at 12 West Slst St., New York. 
Such advertisements will be inserted at 20 cents 
a line, six words tothe line. PRINTERS’ INK is 
the best school for advertisers, and it reaches 
every week more —, advertisers than 
any other publication in the United States. 








ANTED—Clerks and others with common 

school educations only, who wish to qualify 
for ready positions at $26 a week and over, to 
write for free copy of my new prospectus and 
endorsements from leading concerns every- 
where, One graduate fills $8,000 place, another 
$5,000, and any number earn 1,500. The best 
clothing adwriter in New York owes his success 
to my teachings. Demand exceeds supply. 
GEORGE H. POWELL, Advertising and Busi- 
ness Expert, 768 Metropolitan Annex, N. Y. 
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OUNG man (21) desires a beginning in an ad- 
vertising office. Has been personally in- 
structed by an expert advertising man. Salary 
—minor consideration. GROSS, 155 East 38th 
Street, New York. 





i Can Teach YOU How to Write 
LETTERS THAT PULL 


7» CODY 


If you are a clever busi- 
Ness man you can go out 
and talk with a customer 
and land an order every 
time. 

1 can teach you to talk to 
1,000 or 10,000 in the time 
it would take to land one 
order personally, and get 

\¢6 f 10 or 100 orders. 
fe However busy you are, 
SYST E M you are not too busy tomake 
4 ‘ 4 your business bigger, to 
study and understand that 
business so you can climb to greater success. 

Let me study your business personally and pri- 
vately with you, criticising your regular daily 
letters (carbon copies), and myself actually re- 
writing your important sales letters till you catch 
the knack of making them pull yourself. 

I taught a young Japanese handling drawn 
work and other fancy gvods so that he was able 
to get up entirely by himself a letter which 
brought 267 approval orders (a $15 centerpiece) 
from 350 letters, of which only 38 were returned 
—$3,435 worth of business from 350 leiters—near- 
ly $10 for every letter mailed. Mr. H.Gard, selling 
postoffice fixtures averaging about $100 a sale got 
$7,698 from 117 inquiries where before on the same 
proposition he had neverrealized more thang3,000, 
Very Latest Book—How to Do Business By Mail. 

Send $1 for my new book, superseding all others on 
the subject, with thousands of points on How to Get 
Business by Mail, Correct Business English, with over 
100 model letters of all kinds, letters that Have 
Actually Pulled Business. 

Sherwin Cody, 1421 Security Bidg., Chicago 








PHILADELPHIA ITEMS. 


The Evening Telegraph is devoting 
large space each day to talks about pur- 
poses, methods, plans, mediums and re- 
sults in advertising. 

Advertising for the Rittenhouse Hotel 
in this city is being placed by the Mer- 
rill Agency, New York, on a trade basis. 


The G. J. Clark Agency is making 
contracts for South Jersey Realty Co., 
advertising with newspapers in small in- 
terior cities. 


Arnold & Dyer will continue to use 
both newspapers and magazines to ad- 
vertise the Gillette Razor. 

Two hundred and sixty public schools 
in Pennsylvania, Delaware and New 
Jersey have entered a voting contest 


now being conducted by The North 
American, in which eighteen pianos 
have been offered as prizes. The con- 


test is a simple voting scheme with 
new subscriptions counting as votes 
besides the coupons which appear in each 
edition. More than a_quarter-million 
votes have been cast. Besides the cir- 
culation value, the contest has had the 
effect of bringing considerable piano ad- 
vertising into the paper. 

N. W. Ayer & Co. are sending out 
240-line newspaper copy for the Franco- 
American Food Co., of Jersey City, ad- 
vertising purity and denouncing the 
use of preservatives in food products. 


PRINTERS’ 


INK. 








Is there an 
Advertising Man 
who wants a job? 








Then why doesn’t he show his be. 
lief in advertising by advertising in 
Printers’ Ink for the job he wants, 


The advertising managers for many 
of the largest advertisers in the coun- 
try first got in touch with their pres- 
ent employers through Printers’ Inx, 


You might get the very job your 
ambition covets by means of a classi- 
fied ad placed in Printers’ Ink where 
it will come before the eyes of those 
who are looking for just such a man 
as you. 


The right kind of an ad generally! 
proves fruitful. The charge is only 
20c. a line per insertion. Send your 
copy before next Thursday for the 
following week’s issue. 








Printers’ Ink Publishing Company; 
12 West 31st Street, New York 

















FLORIDA NEWS NOTES. 


Miami merchants have decided to do 
some municipal advertising. Miami 
has hitherto been advertised in the 
North as a place where hundreds of 
people lost their lives or through the 
press dispatches about a murder trial. 
Miami is one of the. prettiest of 
Florida cities, hence the name Magic 
City. 

Mr. F. W. R. Hinman, Florida 
Times-Union, and Mr. R. Russell, 
Metropolis, are among those named on 
the publicity and advertising committee 
of the Jacksonville Board of Trade. 


The work of the Ad Club of Jack- 
sonville has evidently stirred up the 
press of the state to advocate the sup- 
pression of fake schemes in favor 0 


legitimate advertisin in the news- 
papers. The Orlando Sentinel comes 
out with a scathing indictment of 


Orlando’s business men who were re- 
cently fleeced of $400: 

“We have lived in Florida all our 
lives and we have never called on the 
lawmakers to help us out, but we sure- 
ly hope that the next legislature of 
Florida will pass a law making all such 
grafters pay a license. For the sake 
of these deluded mortals, these deat 
babes in the wood—our business men 
—let there be a law passed making it 
a felony to fleece them on fake ad- 
vertising schemes.” ; 

What about making it a felony to 
bite on schemes? 
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The Frank Presbrey Co., New York, 
is sending out copy throughout the 
country for Equitable Life Insurance Co. 





Scott & Bowne are using five thou- 
sand lines in Western newspapers. 


Chas. H. Fuller, Chicago, is making 
contracts in large cities tor the Kazoo 
Suspender, copy to start early in March. 





Williams & Cunningham are placing 
ten thousand lines in the South and 
five thousand lines in the West for 
Quaker Oats. 





Sherman & Bryan, Inc., New York, 
are preparing to place a ten-inch space, 
triple column, in about thirty-five news- 
papers throughout the country for 
Strouse & Bros., of Baltimore, Md. 


The United Drug Co., Boston, is 
Secing twelve thousand lines in the 
West. 





The Philo Hay Specialties Co., New- 
ark, N. J., is placing ten thousand lines 
direct with papers on the Coast. 





One thousand inches are going out 
from Chas. H. Fuller, Chicago, for 
“Danderine.’ 





Southern papers are receiving 1,700 
lines on account of J. A. Magnus 
through Blaine-Thompson, of Cincinnati. 

Lord & Thomas, Chicago, are putting 
out 15,000 lines in the West for the 
Chicago & Alton Railroad. 





Madame Yale is using 14,000 lines on 
the Coast through M. B. Wilson. 


The Grandin Advertising Agency, 
Battle Creek, Mich., is sending out one 
pewennd lines for the Postum Cereal 
‘o. 


Bendiner & Schlessinger are placing 
one thousand lines in Eastern papers 
through L. Urmy, New York. e 





C-B Corset advertising is going to 
large cities throughout the country from 
the Frank Presbrey Co., of New York. 


The Cooper Medicine Co. is putting 
gig thousand lines through 4 
ebb. 


Three thousand five hundred lines are 
being used by the Pepsin Syrup Co. in 
Southwestern newspapers. 


W. S. Hill, Pittsburg, is placing five 
thousand lines for Christian Moerlien. 


Biggs, Young, Shone & Co., New 
York, are placing ten thousand lines 
in the West for the New York Herald. 


_C. E. Sherin is putting out 1,100 
lines in the East for the Coalinga-Alaa- 
din Mining Co. 


W. H. Dilg, Chicago, is sending out 
ten thousand lines in the Southwest for 
the Sunnybrook Distilling Co. 





The Coca-Cola Bottling Co. is usin 
five thousand lines through Lord 
Thomas, New York. 





The Leach Chemical Co. is placing 
five thousand lines in the West and 
on the Coast through C. L. Doughty, 
of Cincinnati. 





Pape, Thompson & Pape are sendin 
out orders and copy for one thousan 
inches in the West, and seven thousand 
lines in the Southwest. The business is 
handled by Blaine-Thompson, Cincin- 
nati. 





The Acinta Appliance Co. is using 
five thousand lines on the Coast. 


Lord & Thomas are placing five thou- 
sand lines for the Schenick Chemical 


Co. 
—_—_—_+0+ —___— 


BOSTON ITEMS. 


Agricultural papers are receiving con- 
tracts from the Shumway Agency for 
the advertising of American Agricul- 
tural Chemical Co. Large space is 
vagy 4 used on one of their products, 
the Bradley Fertilizer. 








A list of New England papers is 
running copy sent out by the New York, 
New Haven & Hartford Railroad, tell- 
ing about a special Washington trip to 
the Inauguration. Ten-inch copy is 
used and contracts are placed direct 
from the home office by A. B. Smith, 
general passenger agent. 





Rate cards are being asked for by 
the W. F. Smith Co., 85 Broad street, 
Boston. 





Thomas W. Lawson is again showing 
signs of activity and pace copy is going 
out to metropolitan dailies through the 
H. B. Humphrey Co. 


The Rockland-Rockport Lime Co. are 
using 6-inch copy in agricultural me- 
diums through Wood; Putnam & Wood. 








Contracts covering spring advertising 
of the Boston Garter are being made 
with leading magazines by the J. Walter 
‘14,0mpson Co. Quarter-page space 1s 
used. 


Some additional copy for ‘‘Nerves,” 
a product of the Emerson Howe Co., 
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is going out through H. E. Ayers & 
Co., 164 Federal street, Boston. 

Magazines running classified adver- 
tising are being used by the H. B. 
Humphrey Co. tor the Bullard Mfg. & 
Sales Co. 





Renewal orders covering a year’s ad- 
vertising of the Canadian Pacific Rail- 
road will go out shortly. from the Bos- 
ton office. This advertising is placed 
direct in New England dailies by the 
New England Passenger Agent, I. R. 
Perry, 362 Washington street. 

The James T. Wetherald Agency is 
using women’s publications for the ad- 
vertising of Mrs. Mason’s Hair Tonic. 





Leading publications are being used 
by the Chickering Piano Co. The ad- 
vertising is in the form of four-page 
write-ups. It is placed by the Nolley 
Agency, of Baltimore. 


The Human Life Publishing Co. is 
using youths’ publications for a new 
subscription campaign. The business is 
placed by the J. Walter Thompson Co. 





The appropriation for the Harvard 
Brewing Co. is now being handled by 
Mr. E. F. Gould, of Gould & Hall, 
New England representatives of the 
Frank Presbrey Co. 





Mr. S. A. Conover, New England 
manager of N. W. Ayer & Son, has 
again secured contract for the adver- 
tising of the White Mountain Freezer 
Co., of Nashua, N. H. A list of gen- 
eral publications will be used. 





Contracts for the advertising of 
Berry Bros., Detroit, Mich., will be 
placed by Wood, Putnam & Wood. 





The Walton Advertising & Printing 
Co. handle the advertising of the Engle 
Cone Shoe Co., East Boston. This 
agency is also placing a line of copy 
Suveriisiog the Gardener’s Dairy. 

The advertising of the Foster Rub- 
ber Co., manufacturers of the Foster 
Rubber Heel and Pneumatic Heel Cush- 
ions, is being handled by Biggs, Young, 
Shone & Co. 





Knox Automobile Co. are spending 
quite a bit of money in trade papers 
through the Franklin P. Shumway Co. 





Mr. MacNichol, of the Franklin P. 
Shumway Co., is placing William Car- 
ter Co. advertising in the leading mag- 
agines. 





Hewes & Potter, the “Bull Dog” 
Suspender people, will expend a larger 
appropriation than usual this season 
through the Franklin P. Shumway Co. 


The Franklin P. Shumway Co. has 
recently booked a nice order from the 
Parkhill Mfg. Co., Fitchburg, Mass., 
thus adding another textile manufac- 
turer to their long list. 





Mr. Jordan, of the Shumway Agency, 
has secured an order from Drake Bros. 





& Co. to advertise their famous Cake 
throughout New England, 


_ Mr. Shumway, of the Shumway Co,, 
is very busy just now placing his semi- 
annual shoe contracts with dailies, 





G. F. Alexander Co., Portland, Me., 
are using many dailies for their 14-line 
advertisement. Orders are sent out by 
the Franklin P. Shumway Co. 


A. J. Lloyd & Co., Opticians, are 
using large numbers of suburban dailies 
and weeklies through Mr. Jordan, of 
the Shumway Co. 








The agricultural papers are receiving 
the American Agricultural Chemical 
Co.’s advertising through the Franklin 
P. Shumway Co. 





The Pacific Mills have doubled their 
advertising expenditure for this season 
and are using a long list of woman’s 
publications and a selected list of mag- 
azines. The trade reports that it is 
making a success advertising serpentine 
crépe. 


—_———e—— 
KANSAS CITY—ST. LOUIS NOTES, 


The L. Roy Curtiss Advertising Co., 
Kansas City, is placing 84-line copy for 
the L. Kirlin Cultivator Co., Koons 
City, Mo., advertising ‘‘Kirlin-Shearer 
Wide Tread Listers.” The entire ap- 
propriation is being spent in farm 
papers published in the Central West. 


The Moore Chemical & Mfg. Co., 
Kansas City, Mo., manufacturers of the 
“Star Force Pump and Sprayer,” are 
putting out copy in the March numbers 
of poultry papers. The business is go- 
ing out through L. Roy Curtiss Adver- 
tising Co., Kansas City. 


The St. Louis office of H. W. Kastor 
& Sons is placing copy in magazines 
for the Cook Motor Vehicle Co., St. 
Louis, Mo., manufacturers of “Simplo” 
Automobiles. 


H. W. Kastor & Sons’ St. Louis 
office is putting out display copy in daily 
newnpenyes in the larger cities in the 
state of Iowa for the C. F. Blanke Tea 
& Coffee Co., St. uis, Mo., advertis- 
ing “Tally-Ho” Coffee. Ten-thousand 
line contracts are being made. 





The American Wine Company, St. 
Louis, Mo., makers of “‘Cook’s Imperial 
Champagne,” are renewing contracts in 
metropolitan dailies. A new series of 
copy is being sent out announcing the 
fiftieth anniversary of “Cook’s Cham- 
agne.”’ W. Kastor & Sons, St. 
ouis, are placing the advertising. 


The Restoral Chemical Company, St. 
Louis, Mo., advertising a cure for con- 
sumption, are conducting a try-out cam- 
paign in dailies, principally in the South- 
ern states. Sunday editions are being 
used. Kastor & Sons are plac- 
ing the business. 
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More about “the Pattern” | = 


Why are Butterick Patterns the best ‘ 
known patterns? y; 
Simply because Butterick Patterns were 
“the original patterns.” Consequently, 
they have been advertised most—and Ww 
longest — and this has made them “best on 
known.” 
Ask the average woman about any other m 
kind of pattern and four out of five will 
stare and wonder what you mean. ‘ 
But—ask any English speaking woman 
in the United States—or all the women 7 
of your acquaintance—what “ Butterick” 
means and the reply will be instant—either 
“ Patterns”’ or “ Fashions.” . 
The Butterick hold on women’s minds 
means much to Advertisers who have dis- ’ 
q 


covered what it means. 


Manager of Advert 
Butterick Building 
New York City 


F. H. Rausren, Western Adv. Megr., First Nat'l Bank Bidg., Chicago, Ill. 


Ask Our Advertisers 








